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Canco ad to help boost your sales! 


Here for the busy homemaker, your customer .. . 
Canco presents Supper, New Orleans-Style. 

This Canco ad in full color and on two pages in the 
May issues of Good Housekeeping and McCall’s will be 
directed to an estimated audience of over 15,000,000 
Supper New sad people. 

pot aut 

Quick, easy recipes will show homemakers how to 
prepare every dish in this tasty regional meal by using 
a wide variety of canned foods. And at the store, 
shopping for the ingredients of this low-cost and 
interesting meal, the housewife buys your vacuum 
packed coffee. 

There’s money to be made here! Check your retail 
outlets and make sure that your brands are featured 
... priced attractively and displayed prominently. 

Supper, New Orleans-Style continues Canco’s 1955 
campaign of double service . . . service to the American 
housewife, your customer . . . service to you, our 
customers. Through this unique campaign, Canco 
actually creates a buying urge . . . helps build the 
prestige of all canned foods and beverages. The profits 


belong to you! 


Go first to the people who are first! 


: Ny | aa FREE! 


Mats or photographs for newspaper advertising . . . 


To help YOU get YOUR brand featured in food retailers’ news- 
paper ads, Canco has mats for the main illustration of this New 
Orleans Supper ad (2 col. x 65 screen) for any tie-in program you 
may work out with your retailers. A mat or photograph will be 
sent FREE direct to any retailer planning such a promotion. 
Requests should be addressed to: American Can Company, Sales 
Promotion Division, 100 Park Avenue, New York 17, New York. 
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New and Profitable Advantages 
of Roasting Coffee with 


cumP RAY-NOX ROASTERS 


Trade-mark 


mr ee ee ee ee ee ee ee ee 


In the roast 

The balanced utilization of both radiant and convected 
heat in the Ray-Nox Coffee Roaster is one of the 
reasons why this new development can always be de- 
pended upon to produce clean, bright roasts—roasts 
in which every bean is fully and uniformly developed 
from its center to outer surface. Contamination from 
the by-products of roasting is avoided with the new 
one-way air flow and scavenging air passage. Coffee 
men who have made cup and other tests necessary to 
judge the quality of a roast confirm the improved cup 
and keeping qualities of coffee roasted on Ray-Nox 
Roasters. 








In roasting costs 
Advanced engineering of the new Ray-Nox Roaster 
cuts roasting costs in every way—in gas and power 
consumption—in shrinkage—in maintenance and re- 
pairs. Chances of loss or contamination by smudge 
fires is practically eliminated. 


In operating convenience 

The use of stainless steel for all sheet metal parts 
coming into contact with the coffee makes it easy to 
keep a Ray-Nox Roaster clean and sanitary. Latest 
safety devices are incorporated as standard equipment. 
A wide choice of accessories and controls means you 
can have the Ray-Nox Roaster equipped as you prefer 
. . . from indicating or recording thermometer only, 
up to completely automatic control of gas, draft 
quench, door, cooler, and feed hopper. 


, 


With the new Gump Ray-Nox Roaster, you'll gain 
all the advantages of modern design and engineering— 
improved cup and keeping qualities, lower manufactur- 
ing costs, greater operating convenience. Summed up, 
these advantages mean that a Ray-Nox Roaster will 
help you improve your product and lower your manu- 
facturing costs—make volume and profits grow. De- 
cide now to investigate. Write for complete data. 
Information and samples will be furnished without 
obligation. 





Pending 


B.F. GUMP ClO, srt ees Kaenss Cities 90) tet 








Engineers and Manufacturers Since 1872 


BAR-NUN ‘‘AUTO-CHECK” NET WEIGHERS » BAR-NUN BAG FEEDERS, OPENERS AND WEIGHERS 
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GUMP RAY-NOX COFFEE ROASTERS + GUMP COFFEE GRANULIZERS + IDEAL GREEN COFFEE CLEANERS 


DRAVER COFFEE BLENDING SYSTEMS + ELEVATORS AND CONVEYORS + EDTBAUVER-DUPLEX NET WEIGHERS 
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D..: miss your chance! 
Participate in this growing field — 
and — get the best. 






































The manufacture of your private 
label instant coffee is our only busi- 
ness! We have no brand of our own. 
































We serve many of the largest 
grocery chains and coffee roasters 
throughout the country. 





















































Let us help market your brand — 
our only aim is to produce the finest 
instant coffee obtainable — 
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Most of the leading coffee companies now pack res- 
taurant glassmaker or instant coffee in Riegel's 
Pouchpak .-- @ smooth, glossy. snow-white paper 
des a tight heat seal, retains all the fresh 











that provi 
aroma of fine coffee. 
It's a long-fiber. plasticized paper that stays pli- 
Yet it’s easy 


able, cuts losses due to broken bags. 
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for your customer to tear open... 
ing rush hours. Can be formed, filled and sealed at 


Transwrap . 
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and full information. Riegel Paper Corporation, F-~- 

Box 170, Grand Central Station, New York 17, N. Y- 
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P.A.C.B. NEWS 


Pan-American Coffee Bureau, 120 Wall Street, New York 5, N. Y. 
Brazil * Colombia * Costa Rica * Cuba * Dominican Republic * Ecuador 
El Salvador * Guatemala * Honduras * Mexico * Venezuela 
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New Dual-Purpose Film Strip 
Now Available 


A new film strip called “The Story of Coffee, 
a Good Neighbor Product” is now avail- 
able to you. In full color, it tells the origin, 
history and major steps in the production of 
coffee (running time, 20-24 minutes). 

Brief captions carry the story along and 
a complete script is furnished to be read 
with the film. 


THE 
STORY or COFFEE 


A 


GOOD NEIGHBOR PRODUCT ? ° 
Uses of the slide film 


Here are just a few of the many uses you 
can make of this unusual slide film: 


e Use it to train new salesmen. 


@ Show it to grocers’ associations, 
managers and buyers for food 
chains, hotels and restaurants. 


@ Show it to civic organizations and 
clubs. 


The equipment needed to show the film 
strip consists of a slide-film projector and 
screen. If you don’t already have them, they 
can be rented locally for a nominal fee. 

If you would like to order a print, with 
script, of “The Story of Coffee, a Good 
Neighbor Product,” they are available, at 
cost, $2.00 each. Write to the Educational 
Dept., Pan-American Coffee Bureau, 120 
Wall Street, New York 5, N. Y. 


Sincerely yours, 


Oa Pantany 


4 





/ 
/ there are 
strings attached 


to every Continental 
coffee can order 


Our interest in our customers goes far beyond 


delivering a dependable supply oi beautifully 





lithographed cans that are right for your packing 
methods. With every order we make available a 
host of worthwhile services. Our coffee-packaging 
specialists tailor these services to your individual 
needs. Why not let us see what we can do for you. 


It'll be a pleasure! 


continentat CG can comPANY 


Eastern Division: 100 E. 42nd St., New York 17 
Central Division: 135 So. La Salle St., Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
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YOURS for the asking 


The booklets listed below contain special- 
ized, detailed information on various sub- 
jects. This literature is yours for the 
asking. Merely fill out the coupon and mail. 


§—cranutators 

This is a four-page bulletin with pictures 
and specifications on a new line of coffee 
granulators. The bulletin describes capacity 
and dimensions, special finishing rolls, 
operation and maintenance, replacement 
heads, etc. Jabez Burns & Sons, Inc., 
11th Ave. at 43rd St., New York City. 


9_—sopern FILLING MACHINES 

A four-page illustrated folder describes 
a complete line of modern filling machines 
and packaging machinery for virtually any 
of your needs. Stokes & Smith Co., 4962 
Summerdale Avenue, Philadelphia 24, Pa. 


10 —suverrine PULVERIZEK 

The principle of pulverizing by air 
attrition and impact, with simultaneous 
classification and recycle in a single 
machine, is described in a new four- 
page illustrated catalog issued by the 
Schutz-O’Neill Co., 311 Portland Avenue, 
Minneapolis 15, Minn. 


L]—riar BAG PACKAGE 

This four-page illustrated folder describes 
German-made automatic flat bag filling and 
closing machines. High speed types are 
said to fill and seal up to 130 bags per 
minute. Gebr. Holler, Mashinenfabrik, 
Bergisch Gladbach Bei Koln. U. S. repre- 
sentative: Ulbeco, Inc., 19 Rector St, New 
York City. 


12—corree ROASTER 

“Superior roasts at lower cost” is the 
title of this four-page bulletin describing 
the new Gump Ray-Nox Coffee Roaster. 
The roaster is illustrated from various 
angles, and specifications are presented. In- 
cluded is a listing of recording thermometers 
and controls available on the roaster. B. F 
Gump Co., 1325 S. Cicero Ave., Chicago 
50, Ill. 


13—srore GRINDER 

This illustrated bulletin describes the 
new Super Grindmaster Model No. 500, 
which supersedes the company’s regular 
Grindmaster, featured for the past four 
years. Operation is fully automatic. The 
grind plate is on the front of the machine, 
in full view of the customer, and the 
grinds are indicated with an illustration of 
the brewing device, as well as by name. 
American Duplex Co., 815-827 West 
Market St., Louisville 2, Ky. 


SPICE MILL PUBLISHING CO. 
106 Water St., New York 5, N. Y. 


Please send me the booklets whose numbers 


I have checked: 
80 90) 100 110 120 130 
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- NO! There’s no such thing anymore. Toaay, 
even the cost of dirt is at an all-time high! 


ty 
38:4 CHEAP? 


HOW MUCH DOES DIRT COST? 
When strings, sticks, trash and other 
foreign materials in your coffee cause a fire 
—how much will it cost you in 

— LOSS OF COFFEE? 

— DAMAGE TO EQUIPMENT? 

— LOSS OF PRODUCTION TIME? 


WW If foreign matter ends up in your 
finished product — how much will it 
cost you in — LOSS OF SALES? 


Today — dirt is very expensive W; ]- _— 


YOU CAN STILL REMOVE DIRT CHEAP! 


Ninety years of engineering and 
practical experience are built in the 
Burns Cleaner to make it the most 
efficient, effective and economical green 
coffee cleaner in the world. 

Before you pay a cent for today’s 
high-cost dirt, why not investigate 
Burns low-cost Cleaner. 

Write for Bulletin 8V4 today! 








JABEZ BURNS & SONS, INC. 
llth Avenue at 43rd Street ° New York 36, N. Y. GOMES 
DESIGNERS AND MANUFACTURERS OF FOOD PROCESSING EQUIPMENT C4 
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the 


revolution 


in green coffee marketing 





By GEORGE A. MANDIS, Coffee, Cocoa and Sugar Specialist 
E. F. Hutton & Co. 


This is the first of a series of articles. The ideas are en- 
tirely the author's. They are presented here as stimulating, 
serious thoughts on matters at the very heart of coffee buying 
and selling. Comments on the author's ideas are welcome. 


The title of this article was chosen primarily to stimulate 
the coffee trade in its thinking along lines already tried and 
proven for many decades in the grain and cotton trades, 
both here and abroad. 

The cocoa trade has made great strides in this direction 
in the past five years. The 
coffee trade apparently has 
not ‘‘caught on” as yet, but 
signs of accepting some 
changes have already ap- 
peared. The replacement of 
the present Santos S (New) 
Contract by a B Contract and 
an M Contract is an initial 
step in the right direction. 

What prompted the author 
to write these articles is three 
fold: 

First: Over the past 25 
years, the coffee trade as a whole has adjusted its operations 
te changing demand. Roasters became fewer in number 
but larger in size than they were several decades ago. Im- 
port agents and importers/dealers gained prominence as 
actual spot brokers and jobbers lost out. 

The import agent has played an increasingly important 
role in arranging the initial importation of coffee. Why? 
Because he provides the roaster with complete service in 
buying and selling coffee, transporting it, and running the 
risks of price change. The spot broker and jobber, the 
writer feels, have been unable to fulfill these functions 
successfully. 

Second: Importers responded slowly to the green coffee 
price increases in July and August of 1953; they did not 
begin to build up stocks until around November. Frost 
damage reports from Brazil were received early in July, and 
prices had advanced significantly in July and August. Im- 
porters delayed purchases until they received further re- 
ports regarding the frost. Therefore, during the second 
half of 1953, there was a price test area of bargaining be- 
tween U. S. imports and the exporters. When prices could 
not be reduced because of the reported frost damage, the 
importers (including some large roaster-importers) began 
buying heavily. Hence this increase in buying and inventory 
accumulation occurred prior to the upswing in green coffee 
prices in December, 1953. Purchases and inventories con- 
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tinued at high levels through December, 1953, and January, 
1954, during which period the spiral of green coffee prices 
gained momentum. The rest is history. 

The writer feels that these drastic price swings could 
have been avoided if the coffee trade had been alert and had 
had the “know how” of buying and selling “on call,” and 
if the specifications in the coffee future contract had been 
devised in such a way to serve the entire trade more effi- 
ciently. 

Third: The U.S. government has been scrutinizing the 
coffee trade. The F. T. C. consent order provides that there 
must be an exchange contract, or contracts, which will not ex- 
clude as deliverable Arabica coffees other than grades and 
types not suitable for futures trading because of inferior 
quality, insufficient supply or lack of uniformity, from those 
producing areas which over a three year period have ex- 
ported to the United States an average of 750,000 or more 
bags of such coffee annually. 

The two new futures contracts, a “B’ (Brazil) Contract 
and an ‘““M” (Mild Coffee) Contract, have been approved by 
the Board of Managers of the New York Coffee and Sugar 
Exchange, Inc. These are now being submitted to the 
membership for approval. The Board of Managers feels 
confident that the proposed amendments embodying changes 
in Exchange Contracts will be approved. 

The B Contract will cover Brazilian coffee from the ports 
of Santos, Paranagua, Angra dos Reis and Rio de Janeiro. 
The M contract covers the principal Colombian coffees— 
MAM’s, Bogotas, Sevillas, Girardots, Libanos and Tolimas 
—and the three prominent Central American coffees, those 
from Mexico, Salvador and Guatemala. 

The new B Contract will be somewhat broader than the 
present Santos S (New) Contract and should reflect Brazilian 
supply-demand conditions as a whole, along with actual and 
anticipated supplies moving to the U. S. market. We believe 
that this contract may prove satisfactory. 

Moreover, the M Contract could work smoothly together 
with the B Contract. The writer will attempt to give a 
hypothetical explanation illustrating this. 

1. The entire U.S. coffee trade must first accept this 
innovation and learn to use it as a hedging tool. Not only 
should importers/dealers use it, but roasters as well. The 
roaster will have greater flexibility and a better market to 
work with while planning his inventory. He will be able 
to hedge his forward sales if his blend comprises part 
Brazilian coffee and part mild coffees. He will also be able 
to exchange his futures position for the specific type of 
coffee desired on some more intelligent differential ‘‘basis.’’ 
Lastly, the roaster will be able to contract for a specific kind 
of coffee at a point differential on or off futures and still 
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Why it pays to trade 
the ‘Ruffner’ way 


Ruffner, McDowell & Burch, Inc. 


NEW YORK: 98 Front Street CHICAGO: 408 W. Grand Ave. 
SAN FRANCISCO: 214 Front Street NEW ORLEANS: 419 Gravier St. 
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have the privilege of fixing price on or before an agreed 
date. 

2. Coffee traders dealing in mild coffees must learn to 
use the ‘“‘M’’ Contract as a basis for determining shipment 
prices. They must be willing to take the mild coffees off the 
“curb” and put them on the “board.” It has been extremely 
difficult to hedge mild coffees with respect to the Santos S 
(New) Contract. Therefore, if the trade fully utilizes both 
futures contracts, and bases the spot, afloat and shipment 
prices on futures, Brazilian on the B Contract and milds on 
the M Contract, then the futures will reflect a true picture of 
the shipment market. 

3. By the addition of the M Contract, it is believed that 
more coffee will be represented. This may take some of the 
initiative away from the B Contract. The price differences 
(or inter-contract spread relations) should reflect the in- 
trinsic commercial value placed on the two opposing types 
by the trade. The intrinsic commercial value will have a 
direct relation to the supply-demand conditions in Brazil, 
Colombia, Central America, Europe and the United States. 
The United States market conditions are likely to dominate 
the inter-contract spread relations. Consequently, arbitrag- 
ing forces should keep the price differences between the 
two contracts more in line, so to speak, and these differences 
may reflect trade sentiment more accurately. 

Time will tell if two contracts can work together effi- 
ciently. The writer would like to reserve his comments on 
this point until some later date. 

Limited space permits the author to give in this article 
only a topical outline and some definition of terms, and 
to reserve for the future more detailed comments on various 
phases of this method of marketing coffee. 

We shall attempt to cever in this article some of the 
following topics: (A) The marketing organization; (B) 
general ideas on classification and types of coffees; (C) the 
spot and shipment market and the futures; and (D) an 
analysis of the basis. 

The following will be covered in our next article: 

(E) Analyzing some of the price movement factors along 
with the supply-demand conditions; (F) trading “on call’; 
and (G) the principle of hedging and arbitrage opportuni- 


ties in coffee. 


A. The Marketing Organization for Coffee 

To appreciate fully this marketing organization regarding 
coffee, we must look at its component parts such as (1) the 
spot market, (2) the shipment market, and (3) the future 
delivery markets, such as the New York Coffee & Sugar 
Exchange, Inc. The forces that could cause the whole of this 
marketing machine to function as it should will be made 
clear as we become fully aware of the sort of material 
covered by all the topics we just mentioned. 

The primary function of this marketing organization is on 
one hand to reach out to every section where coffee is 
produced and to bring forth its offerings of coffee and, 
on the other hand, to reach out through importers /dealers 
in the United States and to every actual and potential buyer, 
wherever he may be, and stimulate his demand for coffee. 
It should perform these services on the basis of reasonable 
costs and moderate profits to the coffee operators. It should 
function in such a way that the growers will receive the 
fullest possible prices that can be obtained for their coffee. 
It should also, from the standpoint of the consumer of 
raw coffee (the roaster), be obtainable at the lowest possible 
price. 
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Therefore, it should operate fairly from the standpoint 
of the grower, the exporter, the importer, the roaster, and 
lastly, the ultimate consumer at the retail level. 


Through this marketing organization, U.S. importers/ 
dealers will take offerings from exporters regardless of the 
volume of their current sales to roasters, and they will make 
forward sales to roasters. Such ideas will be fully discussed 
in our next article. 


One might ask how such a system could come about to 
serve the coffee trade. Such a system is already in operation 
for the grain and cotton trades. It was not discovered by 
any one person, or group of persons. It evolved gradually 
to meet the necessities of marketing commodities economic- 
ally and efficiently. Such a system, in coffee, would meet the 
necessities of growers and exporters in selling, of im- 
porters/dealers in buying, and of distribution to the roasters. 


B. General Ideas on Classification and Types of Coffees 


The classing of coffee according to its commercial value 
is an operation calling for great skill and fine judgement. 
It is a ‘‘fine art,” not a science to this day. 

The classification of coffee is, however, no more compli- 
cated than the classification of grain and cotton. This 
problem of classification appears to be the first obstacle of 
which the coffee trade must become fully aware in order to do 
something constructive. 


As we all know, the classification of coffee is one of the 
most important phases of the coffee business. At any given 
time, the different types of coffee command widely different 
prices, the most valuable often being worth much more than 
the lowest variety. Knowledge of this subject is therefore 
most important in estimating the trend of exporters’ prices, 
at the producing areas, as related to the world demand 
picture. 

The writer feels that some new procedure is needed in 
the classification of coffees in order to establish a more 
reliable commercial value. Therefore, the physical qualities 
by which coffee is classified should include the following: 

(Continued on page 33) 
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17,000,000 bags forecast for Brazil 





Brazilian coffee production for the marketing season July 
Ist, 1955-June 30th, 1956, is forecast at 17,000,000 bags 
registered production, or approximately 16,200,000 bags 
for export, according to a Foreign Agriculture Circular issued 
by the U. S. Department of Agriculture. 

This forecast is considered a conservative one, USDA says. 
Weather and other growing conditions have been favorable 
to the maturing crop, and trees injured by the July, 1953, 
frost have made a substantial recovery. Moreover, new 
plantings of the past five years are making a material addition 
to the crop this year. 

As a result of favorable crop reports, the majority of the 
production forecasts for the 1955-56 season have been re- 
vised upward and are now in line with the forecast pub- 
lished by the Foreign Agricultural Service on December 
16th, 1954. 

Trade forecasts of registered production for Sao Paulo 
continue to vary between 7,100,000 and 8,200,000 bags. 
The Sao Paulo Secretariat of Agriculture forecasts the total 
harvest unofficially at 9,000,000 bags, which would indi- 
cate a registered production of about 7,700,000 bags for 
1955-56. 

Forecasts of the 1955-56 Parana coffee crop range be- 
tween 4,000,000 and 5,000,000 bags, with the majority of 
sources citing 4,000,000 to 4,500,000 bags for the season. 
The northern portion of the coffee zone suffered from early 
season drought, but subsequent to the December rains, there 
was no further damage. 

Forecasts of the 1955-56 coffee crop for areas other than 
Sao Paulo and Parana are subject to closer examination 
where information on production in other Brazil areas is 
less available. 

A study of registered production for the past nine years re- 
veals a pronounced bi-annual cycle of production for other 
Brazil areas. Registered production for the good crop years 
ranged between 5,500,000 and 6,600,000 bags, while the 
off-years, the registrations through January 31st, 1955, 
off-years show only 3,900,000 to 4,600,000 bags until 1954- 
55. 

It appears that the entry of production for new trees has 
brought the bi-annual fluctuations to an abrupt halt. Regis- 
trations through January 31st totalled 4,400,000 bags, 
or almost 94 per cent of the July-January registrations of 
1953-54. By previous standards for off-years, the regis- 
trations through January 31st, 1955, should have totalled 
no more than 2,800,000 to 3,600,000 bags. 

On the basis of the data for good crop years, the registered 
production of older trees during 1955-56 should reach 5,- 
500,000 to 6,600,000 bags, to which should be added roughly 
1,000,000 bags for new tree production. Thus the 1955-56 
registrations would equal or exceed 6,600,000 bags for 
“other Brazil.’’ This estimate compares with a forecast 
from Brazilian sources of 5,800,000 bags for areas other 
than Sao Paulo and Parana. 

From late last December through January the coffee 
market was weak, with sales and prices sagging. Low- 
priced Africans tempted the United States market and the 
New York spot price for Santos 4's fell to slightly below 
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Producer Actions on Minimums 


Country Minimum price Action 
(cents per pound, 
Loeb. ) 
Brazil 53.88 Official minimum 
Colombia 59.50 Official minimm 
Mexico 
pss sara pag Unofficial minimum 
eaeapee ° orters Agreement 
Genuine top Coatepec 56.25 (Exp ) 
El Salvador 
Ordinary 55.l6 Semi-official 
Top Grade 55.96 (Coffee agency) 
Guatemala 55.80 Government auctions have 
been held to this price 
Costa Rica 59.16 Official minimum 
Panama 57.20 Official minimm 
Venezuela - No clear price action yet 
Nicaragua - No clear price action yet 


Dominican Republic - No clear price action yet 





the dollar equivalent of the Brazilian minimum price, which 
at the existing exchange rate was approximately 68¢, U. S. 
currency. 

In late January, Central American exporters were under- 
cutting the market and by the first week of February, 
Brazilian coffee sales abroad were virtually paralyzed. The 
Brazilian minimum price again helped her competitors and 
gave them their chance to unload the coffee which was 
overloading warehouses. 

Brazilian producers and exporters demanded that the 
government move at once toward policies enabling Brazilian 
coffee to meet its competition. Accordingly, Brazil on 
February 5th (instruction No. 114) revised upward the 
coffee export bonus, which had the effect of devaluing the 
coffee cruzeiro in terms of dollars and of allowing a re- 
duction of the minimum price to 55.8¢ per pound for Santos 
4’s (f.o.b. equivalent in dollars), instead of the earlier 
65.65¢. 

In an effort to restore confidence to the market, badly 
shaken by Brazil’s six exchange rate revisions in the past 
18 months, it was provided in the revision that any future 
increases in the export bonus would be retroactive to sales 
declared within the 45 days immediately preceding. 


Instruction No. 114 had little influence on the market 
during the following two weeks. The Santos coffee market 
was said to be “completely paralyzed.’’ European buyers, 
during the middle of February, were said to have offered 
37 to 39¢ per pound for Santos 4’s and exporters declined 
to go any lower than 56¢. It was evident that stronger 
action than Instruction No. 114 was needed. 


Relief came to the Brazilian market with the actions of 
the other Latin-American producers in February. 


Colombia, which had seen the New York spot price 
for Manizales drop to 52¢ per pound on February 15th, 
initiated strong measures, which included legal minimum in- 
terior buying prices and strict penalties for violations. 


Leading Mexican exporters, representing 80 to 90 per cent 
of all the coffee exporters, agreed not to sell coffee for ex- 
port at less than 56¢ per pound, f.o.b. (57.5¢,c.i.f., New 
York), for average standard quality. 

(Continued on page 29) 
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coffee developments in Africa 





Bigger crops in the making, says Edm. Schluter & Co. Ltd., report 


Part 2 — Conclusion 


In Uganda, the Bugishu Arabica crop figures are as 
follows: 1952-3, 31,738 bags; 1953-4, 28,641; 1954-5, 
53,000 (estimated). 

There is a trend towards closing down central pulperies, 
with growers pulping their own coffee with hand-pulpers 
on their plantations, as the K.N.C.U. do. In some districts 
this will take place already this season, while in others the 
decision whether to close’ down or to continue the old 
system rests with the Coffee Officer and will depend on 
the growers’ ability to handle their new machines at the 
peak of the season. 

The other Arabica production of Uganda amounts to 
some 15,000 to 20,000 bags per annum. 

The “Uganda native’ 1953-4 Robusta crop amounted 
to about 575,000 bags, of which 100,000 bags F.A.Q. 
had been contracted with the British Ministry of Food, 
75,000 of which were delivered. The remainder is being 
shipped during the 1954-5 season. 

The non-Native Robusta crop was about 100,000 bags, 
of which 25,000 bags F.A.Q. were contracted to the Ministry, 
also slightly short-delivered. After fulfillment of these 
short deliveries, Ministry shipments end. Both crops may 
be expected to increase slowly. 

As of November Ist, auctions for Uganda coffee have 
been held at Kampala. Estimates for the 1954-5 season 
are 700,000 bags Native coffee and 129,000 bags non- 
Native. 

Under the New Coffee Industry Ordinance, the Coffee 
Industries Board will control marketing, processing and 
exports of native Robusta coffees, and Africans are to be 
encouraged to participate in the cleaning side of the in- 
dustry. The Coffee Stabilization Fund is being used to pay 
the Africans more for their coffee this season than its 
value in world markets. The structure of the coffee industry 
is likely to undergo further changes to make it conform 
with the general development of the Protectorate. 

The quality of this production, to which reference is made 
above, has given grounds for adverse comment, but the 


present authorities are taking the situation in hand. The 
pace of growth of the native Robusta production over 20 
years is surpassed only by that of the Ivory Coast, which 
then was about equal in volume. 

Estimates for the current season in Tanganyika are ap- 
proximately 70,000 bags K.N.C.U., 17,000 bags other 
African-grown and 29,500 bags European grown coffee. 
These crops are being auctioned partly in Moshi and partly 
in Nairobi. 

It has been agreed to grade all Arabica coffees in line 
with Kenya coffees, which will make the grading system for 
Arabicas in East Africa more uniform. 

Weather conditions were about average and a fair crop 
both regarding quality and quantity is expected. New plant- 
ing continues, particularly in the Northern Province, where 


' some 600,000 seedlings were planted last year. 


The Bukoba Plantation (Arabica) crop was unchanged at 
about 45,000 bags of indifferent quality, and the production 
is slowly declining. The Bukoba Native Coffee Board was 
handed over in October to the Bukoba Coffee Union, model- 
led on the K.N.C.U., which plans a Robusta production of 
425,000 bags in the next five years. The current crop is 
estimated at 150,000 bags, 15,000 of which will have been 
sold by the end of this year. 

As for Belgian Congo Robustas, whereas export figures 
from this territory are only steady, the ratio of newly- 
planted acreages to productive acreages at 30 to 70 per cent, 
indicates future prospects. 

We have long been admirers of the organization and ad- 
ministration of coffee production in the Congo where, as in 
Angola, official attention to the observance of strict quality 
standards has necessitated continual improvements in prep- 
aration. The Congo suffers worse than most other countries 
from coffee pests and diseases, and government research 
teams are at the forefront of developments in new disease- 
resistant varieties. 

New planting of Arabicas in and north of the Kivu 
district is going ahead, partly by European farmers and 
partly by African organizations under European guidance. 
This small production, part of which is of very fine quality, 
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can be a very valuable constituent of blends, and needs 
knowing. 

In Ruanda-Urundi, there are large acreages not yet in 
bearing—said to be 25 per cent of the total. The Belgians 
have reason to be proud of the manner in which their ad- 
ministration has encouraged and facilitated the extension of 
coffee-growing in this highly-populated mountainous region, 
whence increased crops are anticipated after 1955. The pro- 
vision here of adequate numbers of European agricultural 
officers, which other Colonial territories might do well to 
study, gives grounds for confidence in the progress of this 
industry. 

Angola's 1953/4 crop amounted to more than 915,000 
bags (of 60 kilos), which shows a considerable increase 
over the 1952/3 crop. Exports then exceeded 1,100,000 
bags, and included old crop coffees of the previous season. 
There was virtually no carryover this year from the 1953/4 
crop. Good flowering now gives early promise of a better 
1955/6 crop. 


Unfavorable weather 

Weather conditions earlier this year were unfavorable 
and a long drought caused considerable damage in some 
provinces. In the Ambriz area, this resulted in a loss of 
10 to 15 per cent of the crop, while parts of the Novo 
Redondo, Ambion and Seles districts were even worse af- 
fected. Generally speaking, however, production is in- 
creasing steadily and the new planting which has been 
going on since 1950 should start making itself felt next 
year. These new acreages are said to be as large as the 
areas already in production. 

The Junta de Exportacao continues to exercise strict con- 
trol over the quality of exports. In recognizing and ap- 


preciating these crops as the best Robustas in overall quality 
to come out of Africa, we must bear in mind that over 80 
per cent are produced on European-owned estates. 

Estimates for 1954/5 crop are 850,000 bags. This figure 
is likely to increase over the next few years. Cape Verdes, 
S. Thome and Principe exported between them in 1953 
some 4,000 bags, mainly Arabica, also Libericas, the main 
markets for which are in Europe. 


Ivory coast 

Ivory Coast is the biggest producing area in Africa and 
new planting is steadily going ahead. The crop estimate for 
this season is 1,350,000 bags, and with the new trees coming 
into production, the crop is expected to reach 2,000,000 bags 
over the next four or five years. French and French North 
Africa's imports of these Robustas were 930,000 bags this 
year. 

The U.S.A., which imported more than 200,000 bags 
from the Ivory Coast in 1954, will probably again next 
season be the biggest consumer of these coffees outside of 
the French territories. 

Under pressure of good demand and prices, and after 
the lapse of wartime government controls, the African’s 
preparation of this coffee deteriorated and only last season 
began to show signs of improvement. Quality control by 
government inspectors is carried out at the port prior to 
shipment, and exporters have asked that this be done also 
in the interior, though they have meanwhile established 
secondary cleaning plants at Abidjan, as has been done in 
Angola, and at Mombasa for Uganda and Bukoba coffees. 

By apportioning parts of the export tax on coffee, a price 
stabilization fund was established in 1953, the proceeds of 
which are being used to support planters throughout all 
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French West Africa. As this fund is allocated between the 
territories in proportion to their exports, the Ivory Coast 
gains the greatest benefit. 

Exports from the Cameroons amounted to some 185,000 
bags during 1953 but with 28 per cent new acreages coming 
into production, this figure is likely to increase after next 
year. The current crop is expected to be no larger than the 
previous one. 

French Equatorial Africa’s 1954/5 crop is expected to 
be unchanged at about 75,000 bags, and in contrast to the 
other parts of French West Africa, no extension nor de- 
velopment is anticipated in this area. 

French Guinea's total 1953/4 crop was 110,000 bags, and 
this is expected to reach 170,000 bags in the very near 
future. The results of a four years plan, which started in 
the 1950/1 season, are some 17,000 acres of new planta- 
tions, and the crop of these is estimated to exceed 70,000 
bags. 


Tree health 


This plan also provided for a campaign to treat coffee trees 
against diseases and damage by insects, and some 12,000,- 
000 trees have been treated so far. 

Madagascar’s 1954/5 crop is expected to be 670,000 bags 
(of 60 kilos), some 25,000 bags more than last season. A 
research center iias been established and big nurseries 
planted, though heavy rains in the area did great damage 
early in 1954. 

The government has created a fund amounting to 200,- 
000,000 French francs, to improve cultivation and to plant 
new nurseries. Specially trained mobile teams are at present 
planting millions of young trees, mainly to replace old ones, 
and demonstrating cultivation methods in the growing areas. 
An increase in exports may be expected after next year. 

Weather conditions in the coffee-growing areas of Ethi- 
opia have been favorable and a crop of over 850,000 bags 
is expected: 

Although the main crop comes from wild forests, planta- 
tions are increasing in number, mostly under private owner- 
ship. Ethiopia is establishing a National Coffee Board, 
which is to control the preparation, marketing and export 
of coffee and which also will look after the development 
of the new plantations. 


Big obstacle 


One of the main obstacles to an increase in exports is 
the lack of adequate communications and the generally 
backward economy of the country, where much of the cof- 
fee grown is not picked because of the lack of incentive to 
pickers. 

With the return of business in British West Africa’s Sier- 
ta Leone to normal channels, and with producers now re- 
ceiving world prices for their coffee, smuggling into French 
territories has stopped and exports now begin to reflect the 
volume of production. This is also true of the Gold Coast. 
From Nigeria and the British Cameroons come reports of 
small production being steadily fortified by new planting. 
They are unlikely to make much impression on the next few 
years’ supply situation, but many things grow quickly in 
Africa, including new ideas. 

Spanish Guinea’s exports for 1954 are expected to be 
slightly lower than 1953, chiefly owing to the fact that 
native producers show little inclination to develop the coffee 
crop. The government is hoping to overcome their apathy 

(Continued on page 29) 
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U. S. coffee imports, 
per capita consumption, 
down in 1954; says USDA 


United States coffee imports in 1954 fell to 17,000,000 
bags, lower than any year since 1943, while the import value 
reached a record high of $1,483,000,000, or 86.9 cents per 
pound, according to a Department of Agriculture report. 

Imports for 1954 represented a decline of 19 per cent 
from 1953 and 15 per cent below the postwar (1945-49) 
average. Per capita consumption is estimated at 14.4 pounds 
compared to 16.7 pounds in 1953. United States manu- 
facturers’ estimates of the drop in consumption range from 
12 to 16 per cent below 1951-53. 

Approximately 69.9 per cent of this year’s supply came 
from South America, 20.6 per cent from North America, 
9.0 per cent from Africa and 0.5 per cent from Asia. Im- 
ports from both Asia and Africa rose over earlier years, 
while supplies from the Latin and South American countries 
were reduced. 

Exports of Brazil and Colombia, the two major producing 
areas of the world, declined 29 and 12 per cent respectively 
over the previous year. Supplies from each of the countries 
of South America, with the exception of Peru, declined. In 
Central America, the Dominican Republic and Haiti in- 
creased exports to the United States 40 and 74 per cent 
respectively. Imports from each of the other countries were 
reduced. 

Under the high price situation of 1954, imports of cheaper 
priced African and Asiatic coffee increased. French West 
Africa, which previously supplied only a negligible amount 


of United States coffee, this year rose above the level of 
that supplied by several of the Latin American countries. 
Sizable increases were also noted from British East Africa, 
Portuguese Africa and India. 


Hills Bros. ties quality theme 


to big price deal promotion 


Hills Bros. Coffee, Inc., has launched a promotion 
throughout its entire marketing area which features specially- 
labeled cans offering a five-cent saving on one pound of 
coffee and ten cents on the two-pound tin. The campaign, 
prepared by N. W. Ayer & Son for newspapers, radio and 
television, tells more than the price story. 

Quality of product, a constant theme of Hills Bros. ad- 
vertising, also gets important consideration. Newspaper ad- 
vertisements, for example, are headlined “You save a nickel, 
but that’s not all!’ and ‘This is no ordinary nickel.” 

Copy points out to the reader that “when you save this 
particular nickel you get something extra. You get the rich, 
tantalizing flavor of fine coffee that’s fresh-brewed.”’ 

All newspaper ads carry the line, “Hills Bros. always gives 
you the best there is in coffee.” 

One of the most concentrated advertising campaigns in 
Hills Bros. history is backing the new promotion, Two-color 
ads as well as black-and-white are scheduled for more than 
500 newspapers throughout Hills Bros. marketing area. 
Ranging in size from 300 lines to full pages, they are ap- 
pearing weekly. 

Hills Bros. radio and television spots are also devoted to 
the new promotion. 
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Broader public relations 
drive for coffee approved 
by NCA board of directors 


A broader public relations program for the coffee in- 
dustry has been approved by the board of directors of the 
National Coffee Association. 

The decision by the New Orleans meeting of the board 
climaxed demands for stepped-up public relations for coffee 
triggered by the great price crisis of 1954. 

First NCA membership was polled on the principle of 
increased public relations, then on the specific program 
which has now been adopted. 

The program will be financed through increased dues, 
pro rated for the balance of the year and effective March 
Ist, 1955. 

The board also adopted a resolution applauding the efforts 
of the Pan-American Coffee Bureau to augment its adver- 
tising funds by increasing the assessment of member 
countries. 


Brazil’s President Cafe asks 
approval on 25¢ promotion tax 


President Joao Cafe Filho of Brazil has asked his Con- 
gress to approve a special tax of 25¢ (U.S.) per bag on 
coffee exports to help finance a sales and publicity campaign 
abroad. 

The Pan-American Coffee Bureau, which represents 11 
coffee producing countries in the Western Hemisphere, has 
asked its members to spend more money to promote the 
sale of coffee. 

At present the Bureau receives ten cents per bag for 
such purposes. 


Live Italian language TV 
pioneered by Schonbrunn 


Live Italian-language television made its first appearance 
in the New York metropolitan area over WATV, with S. A. 
Schonbrunn & Co., Inc., sponsoring a 15-minute segment 
seven days a week on behalf of their Medaglia d’Oro demi- 
tasse coffee. 

The program marks the TV debut of radio star Aldo 
Aldi, described as the “Italian Arthur Godfrey,” who in his 
nine years of broadcasting has gained a large following 
among New York’s Italian-speaking population. 

Besides pioneering in the Italian-language TV field, Schon- 
brunn continues a radio spot saturation campaign for its 
coffee over WQXR and WQXR-FM, with 82 announcements 
a week. 


New agency for Aborn’s Coffee 


Anderson & Cairns, New York City, has been named 
by Jos. Martinson & Co. to handle advertising for Aborn’s 
Coffee. 

The Al Paul Lefton Co. continues to handle advertising 
for products carrying the Martinson brand, including the 
Jomar line. 


Byers heads NCA traffic committee 


The National Coffee Association has reactivated its traffic 


committee. 
Fred C. Byers, of Hills Bros. Coffee, Inc., Edgewater, 
N. J., has been named chairman. 
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On the menu 


developments among public feeding outlets 


Restaurants to hold coffee 
cup price, three operators 
tell Nejelski in spot check 

Restaurants are not jumping to a lower price per cup of 
coffee. 

That's true, in any event, of three restaurateurs queried 
by Leo Nejelski, of Nejelski & Co., New York City, man- 
agement counsels. 

Here’s how Mr. Nejelski reported it in his ‘Facts and 
Figures” department in the News Bulletin of the National 
Restaurant Association: 

“Having been involved in the study of coffee and its 
effect on restaurant business, I became interested in how 
lower coffee prices would influence various operators. 

“The general manager of a restaurant chain said: ‘I don't 
know where the price of coffee will level off. For the time 
being, we are staying at 15 cents. We are brewing coffee 
at the ratio of two and a quarter gallons of water to the 
pound. We might go to two gallons later, but I can’t tell 
you now.’ 

“The manager of a plant cafeteria commented: ‘We get 
seven cents a cup. We've been brewing a pound of coffee 
to three gallons of water. We plan to use more coffee and 
see whether our people notice the improvement. If they 





react favorably, we will continue. I doubt that we will drop 
the price unless coffee goes down quite a bit more than it 
has so far.’ 

“The owner of a hotel operating a coffee shop as well 
as dining rooms replied: ‘In our coffee shop we plan to 
keep the cup price at 15 cents and 20 cents in the dining 
rooms. We use two and a quarter gallons of water per 
pound in the coffee shop and two gallons per pound in the 
urns serving the dining rooms. We wouldn't bring down 
our cup price in either instance unless we could come down 
a full nickel.’ 

“It will be interesting to keep an eye on the changes in 
coffee prices and observe their effect on operating policies.” 


Five-cent cup of coffee? “Coming!” 
says Grimes; “Never” says Siekman 

Opposing views are being aired on the possible return of 
the five-cent cup of coffee, a discussion touched off by the 
drop in prices. 

Don Grimes, president of the Independent Grocers’ Alli- 
ance, said the five cent cup of coffee is returning. 

In a bulletin to IGA stores, he said the five-cent cup is 
“just around the corner.” A cup of coffee costs less than 
two cents, figuring 40 cups to the pound, he said, when the 
price is below 80 cents a pound. 

“When this adjustment becomes more stable, restaurants 
will probably cut their prices back to the same level as two 
years ago,” he declared. 

An official of the Chicago Restaurant Association said 
the nickel cup of coffee isn’t coming back. 
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Herbert C. Siekman, assistant secretary of the organiza- 
tion, admitted that the price of coffee by the pound has 
gone down, but added: 

“Actually price of coffee is only a small part of the cost 
of such a cup. In restaurants, you must add labor, rent, 
and other overhead, all of which have gone up.” 


Vaculator’s Imperial Server 
gets industrial design award 


Vaculator's new Imperial Serving Decanter and Coffee 
Brewer was selected’ by the editors of Industrial Design 
magazine in their annual design review as a new product 
with ‘‘real design merit.” 

The editors went on to say the “look of classic perfection 
suggests that a prototype has already been found which is 
unmistakably modern without any superficial signposts of 
‘modernity.’ ”’ 

The Imperial Vaculator was designed by Banka-Mango, 
Chicago, with the goal of a coffee or beverage server that 
would add glamor to restaurant beverage service through 
eye-catching design and glamorous good taste. 

Now available at leading dealers as a serving decanter, 
the Imperial Vaculator is also usable as a coffee brewer with 
a specially designed rubber bushing that fits all standard 
metal or glass 12-cup upper bowls. 

The Imperial Vaculator is a product of the Hill-Shaw 
Co., Chicago. 


New water heater steps up capacity 
of vacuum brewers, Silex says 


A method of stepping up the service and increasing the 
capacity of vacuum coffee brewing equipment is offered by 
The Silex Co. through its new Instant Water Heater. 

By providing hot water to permit hot water start for the 
brewing cycle, brewing time is reduced from 3414, minutes 
to 1414, minutes. 

Silex points out that this stepped up service will in turn 
step up customer satisfaction and increase the profits from 
this basic menu item—a cup of good coffee. 

The Instant Water Heater delivers 100 cups of hot water 
per hour and has automatic recovery through its thermostatic 
control. Installation requires a cold water inlet and a 115 
volt line. The unit is available for immediate delivery. 

Use it, too, for instant coffee and for tea, Siiex suggests. 


Lou Raymer wins Hill-Shaw trophy 


Lou Raymer of the L. L. Raymer Co., Seattle, is the first 
winner of “The President’s Trophy’, presented by Hal 
Perlman, of the Hill-Shaw Co., Chicago, for outstanding 
sales achievement on vaculator coffee brewing equipment. 

Mr. Raymer has been a consistent leader in sales produc- 
tion over the past quarter century, Mr. Perlman said, has 
always been a winner in special sales drives, and has been 
cooperative and loyal. 

Mr. Perlman added that consistent progress by the com- 
pany over the past years has been due to the efforts of men 
like Mr. Raymer, as well as other sales leaders, like J. L. 
Kahn, of New York City; Frank Bates, of Detroit; and 
Otto Heilmann, of St. Louis, all of whom exceeded 1953 
figures by substantial margins. 

The trophy is to be awarded yearly to the man who by 
his example in selling, loyalty, and cooperation sets a 
standard in leadership. The salesman winning the trophy 
three times will retain permanent possession. 
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Crops and countries 


coffee news from producing areas 


Gudin clarifies Brazil’s 
45-day price protection 
clause of Instruction 114 


Brazil's 45-day price protection guarantee on green coffee 
exports under Instruction 114 of the Superintendency of 
Currency and Credit will be counted from the date of declar- 
ation of the sale in the Instituto Brasileiro Cafe. 

This was stated last month by Eugenio Gudin, Minister 
of Finance, in reply to a cable from the New York City 
Green Coffee Association. 

The minister wired that “remittance will be made imme- 
diately, and reimbursement will be effected by the Brazilian 
government through the Exchange Department of the 
Banco Brasil.”’ 

The New York City association has recommended that 
the following clause be inserted in ex-dock and F.O.B. Brazil 
contracts while the price protection clause is in effect: 

“Any monies received by or credited to the seller in ac- 
cordance with the Brazilian Superintendency of Money and 
Credit Instruction No. 114 of February Sth, 1955, shall be 
for the account of the buyer. Seller agrees that all necessary 
action will be taken to procure the benefits accorded by such 
instruction.” 





Brazil denies coffee rumors on exchange revisions 

Brazil last month denied rumors that Minister of Finance 
Eugenio Gudin would resign and that the government was 
planning changes in coffee and exchange policies. 

An official statement denying the rumors was issued by 
the Ministry, it is reported by Octavio Veiga, Santos corres- 
pondent of COFFEE & TEA INDUSTRIES. 

The rumors are entirely wrong, the statement said, and 
added that the coffee policy will be maintained, as outlined 
in SUMOC Instruction 114. 


See record cash return from Mexico’s crop 

Total cash yield of Mexico's forthcoming coffee crop was 
estimated at record high of 700,000,000 pesos ($56,000,- 
000) by Gilberto Flores Mufioz, Secretary of Agriculture, 
after visiting Vera Cruz State, a top coffee region. He calcu- 
lated a new-bumper coffee crop of 550,000 bags for Vera 
Cruz, it is reported by Douglas Grahame, Mexico City cor- 
respondent of COFFEE & TEA INDUSTRIES. 

A new record export by Mexico of 200,000 bags from the 
1954-55 crop to France and West Germany was announced 
by the National Agricultural Coffeemen’s Union. 

That export far exceeded the 90,000 bags shipped to 
those countries from the 1953-54 crop. 

Germany has taken a marked liking to coffee produced 
in Chiapas State, on the Guatemalan border, the Union re- 
vealed. 

The Union's manager, Maclovio Pifia Morales, says the 
U.S. is little by little ceasing to be Mexico’s almost only 
foreign buyer of coffee. The U.S. used to take 97.7 per 
cent of Mexico's exported coffee. 
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Guerrero, Pacific Coast tropical state, intends to become 
more of a coffee zone in 1955, with the doubling to 25,000 
actes of land cultivated in coffee, and modern production 
methods. A 4,000-ton coffee yield is expected in 1955. 

Coffee men are spearheading the move by agriculturalists 
of the Sononusco District, Chiapas State, a top coffee re- 
gion, for the federal and state governments to build a trunk 
road to facilitate the trucking of their products to market 
and export centers. The coffee men offer to contribute to 
costs of the job with a voluntary levy of ten pesos per 100 
pounds of coffee they ship. 

The National Coffee Commission of Mexico believes more 
than ever that “it pays to advertise.” 

The Commission announced that it has become convinced 
that only by effective advertising—intelligent presentation 
and wid« distribution—can Mexican coffee men continue 
to prosper. 

The Commission emphasized that intensified publicity 
for Mexican coffee must be waged in the United States, 
because Americans use 90 per cent of Mexico's coffee out- 


put. 


Record crop in Costa Rica 


The volume of the current 1954-55 coffee crop has already 
exceeded that of the 1952-53 crop, which until now was 
the largest in the history of the country, according to the 
most recent official report from the Costa Rican Oficina del 
Cafe. 
Final figures for the present crop will be in excess of 
548,096 bags, it is believed. 

Costa Rica may realize the highest dollar revenue from 
the present coffee crop ever attained. 


Good harvest reported in Honduras 


The coffee crop just harvested in Honduras is reported to 
have been a good one. Exports in 1955 should rise to per- 
haps 24,000,000 pounds, a 20 per cent increase over 1954 
exports. 

Approximately 90 per cent of the coffee exports of Hon- 
duras move to the United States. 

Coffee exports to the United States from Honduras con- 
stitute about one per cent of total U. S. imports coffee. 


Meru Africans plant 1,000,000 coffee trees 


In the Meru district of Kenya alone, more than 1,000,000 
coffee trees have been planted by 7,240 African growers, who 
average 148 trees, or one-third of an acre, each, according 
to the East African Commissioner's report. 

Nine cooperative societies serve these growers, whose crops 
rose from 19 tons in 1948 to 180 tons in 1952-53. The esti- 
mate for 1953-54 is 300 tons, and in three years it should 
reach about 1,000 tons annually. 


Half of coffee drunk in U. K. is soluble 


About half of the coffee drunk in the United Kingdom 
is said to be soluble, according to a report by Edm. Schulter 
& Co., Ltd., London. “The Espresso coffee bars which have 
been springing up all over London and are still multiplying 
fast are now spreading to the Provinces,” the report says. 

“We hear that a public-house keeper, not to be out-done, 
has installed an Espresso machine so that he can supply 
those of his customers who prefer coffee to beer—sometimes.” 
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Premiums 





“Hot” premium topics on agenda 
ef PAAA conference in Chicago 


Three prominent speakers at the Premium Advertising 
Conference of the Premium Advertising Association of 
America, being held at the Navy Pier in Chicago on April 
19th, wili discuss what Gordon C. Bowen, PAAA president, 
calls ‘‘some of the ‘hot topics’ affecting premium ‘advertising 
today.” 

The conference is being held in conjunction with the 
PAAA-sponsored 22nd Annual National Premium Buyers 
Exposition at the Navy Pier from April 18th through 
April 21st. 

Addressing the conference will be: Robert E. Healy, 
formerly vice president in charge of advertising of Colgate- 
Palmolive Co. and now vice president and chairman of the 
Operations committee of McCann-Erickson, Inc., New York; 
Arthur H. “Red” Motley, publisher of Parade Magazine and 
president of Parade Publication, Inc., New York; and Andy 
De Koninck, general sales manager, Wrigley’s Stores, Inc., 
Detroit. 

Mr. Healy will discuss “The Advertising Agency and 
Premium Promotions.” 

According to Mr. Bowen, “there has been a change in 
advertising agency thinking and practices in recent years of 
which many premium people are unaware. Some years ago, 
owing to the policies of a number of, but not by any means 
all, agencies, the non-commissionable marketing media were 
neglected in favor of the traditional print and radio media. 


“Today many agencies regard their role as that of counsel 
on all phases of marketing, and anything which helps to 
sell the client's product comes within the agency's scope.” 

Mr. De Koninck’s topic will be “The Role of Premiums 
in Supermarket Merchandising.” 

“The growth of premium promotions in the supermarket 
sales picture, both operators’ promotions and grocery manu- 
facturers’ campaigns, has been exceeded in recent years only 
by the growth of controversies regarding these promotions,” 
Mr. Bowen pointed out. ‘Some chains’ policies severely 
restrict the number and kind of manufacturers’ promotions 
which they will support, others oppose their competitors’ 
own promotions with claims of ‘unfair,’ still others combine 
their own and manufacturers’ promotions im an all-out 
selling effort.” 

Mr. Motley’s national recognition as a ‘‘salesman’s sales- 
man” has made him one of the most popular business 
speakers in the country. He will discuss ‘Salesmanship 
and Premiums” from his background of 40 years of “‘selling 
something to somebody.” 

“Increasing competition in premium uses makes Red 
Motley’s talk exceptionally important today,’ Mr. Bowen 
deciared. ‘‘No longer is the mere offering of a premium 
enough to bring an automatic sales increase. Salesmanship 
and merchandising know-how of the highest order are 
called for to make a premium an effective tool of selling.” 

The conference will be preceded by a continental break- 
fast served in the foyer of the meeting hall at Navy Pier 
beginning at 8 a.m. on Tuesday morning, April 19th. 

Although admission to the exposition is restricted to 
accredited premium users and their advertising agencies, the 
conference is open to anyone interested in premiums. 
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17,000,000 bags forecast for Brazil 
(Continued from page 17) 





A recent report from Mexico listed the price actions by 
producing countries. These indicate that brazil is no longer 
alone in its determination to hold coffee prices at the new 
levels. ‘Lhe combined effect of such individual actions may 
be to stabilize the market at least until the new Brazilian 
coffee crop begins to hit the market in July. This is even 
more probable because the United States inventories are 
so low at the present time. 

However, while an attempt is being made to stabilize 
prices, there is no reason to expect that United States or 
European importers wil] turn to heavier purchases in view 
of the optimistic future outlook for supplies. 

Estimates of 1954-55 registered production of Brazilian 
coffee are clouded once again by the mid-season reluctance 
of producers to register their remaining coffee stocks under 
uncertain marketing conditions. 

During the first quarter or 1954, in the face of rising 
prices, producers were holding unsuspected large quantities 
of coffee until prices began to break in the early spring. 
As a result, the January, 1954, I.B.C. estimate of 1953-54 
total registrations were 1,000,000 bags under the final figure 
of 15,000,000 bags for the season. There seemed to be a 
similar reluctance to register coffee during the first quarter 
of the current calendar year, which was logical — under 
existing conditions in the market. 

Nevertheless, as a result of the sharp drop in " monthly 
registrations, estimates of total production to be registered 
during the season have declined and are reckoned now at 
13,500,000 to 14,000,000 bags, or 600,000 to 1,100,000 
bags less than the I.B.C. estimate of November. 

The total estimate for 1954-55 assumes that coffee regis- 
tered between February and June 1955, will not exceed 
the registrations for the comparable period in 1954. This 
could be a correct assumption. However, if it is assumed 
that only 1,700,000 bags or less remain to be registered, 
then the assumption cannot be reconciled with area data 
available from Brazil. 

The reconciliation of data is necessary in the figures for 
Sao Paulo. The estimates of registrations (1954-55) for 
Sao Paulo and Parana total 8,600,000 bags and indicate 
that 700,000 bags or less will be registered between February 
and June. Trade sources indicate that in mid-January an 
estimated 1,500,000 bags remained unregistered in the in- 
teriors of Sao Paulo and Parana. This estimate of pro- 
ducer stocks unregistered substantiates the Sao Paulo estimate 


of a total coffee harvest of 9,400,000 bags for that state. 
This total harvest would render a production for registration 
totalling 8,100,000 to 8,200,000 bags for Sao Paulo. 

The Sao Paulo harvest estimate is substantiated further in 
a recent report on the coffee trees of Brazil. 

It is reported that the producing trees of Sao Paulo 
totalled 1,220 million in 1953, or almost 13 per cent more 
than the 1,083 million trees reported in production by the 
Sao Paulo Secretariat of Agriculture on january Ist, 1953, 
or the 1,081 million trees of January Ist, 1952. 

This increase may have been too late to affect the market- 
ing season 1953-54, but certainly must have been a factor in 
the production increase of 1954-55. Sao Paulo now has the 
largest number of trees under production since 1942— 
1,268 million trees. 

In contrast to the estimate of registered production de- 
rived from the figures of the Sao Paulo Secretariat of Agri- 
culture, trade sources now estimate the 1954-55 registered 
crop of Sao Paulo at 7,100,000 bags. Then the lower limit 
of total Brazilian production (13,500,000 bags for regis- 
tration) appears to be based on the monthly trend of regis- 
trations; the upper limit (14,900,000 bags for registration) 
is based on the estimate of the Sao Paulo Secretariat of 
Agriculture. 

In the final analysis, the 1954-55 coffee production esti- 
mate for total Brazil hinges on the validity of the various 
estimates for the 1954-55 crop of Sao Paulo. 


coffee developments in Africa 
(Continued from page 21) 





by various means. The trend of production is nevertheless 
likely to increase, though very slowly, as official policy is 
toward increased plantings. 

This coffee never appears on the world’s markets, being 
exported to Spain only. 

Elsewhere in Africa coffee planting is reported in the 
Sudan, Northern Rhodesia, Nyasaland anl South Africa, 
and we believe that some of the areas selected are highly 
suitable for coffee cultivation. These productions are likely 
for the most part to be easily absorbed by internal con- 
sumption for many years. 


West Germany third in coffee imports 


West Germany is now number three in world coffee im- 


ports. 
i 
Number one is the United States, number two France. 
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More business for American coffee roasters 
seen in Army, Navy decision to quit field 


Additional business for American coffee roasters is now 
available through the decision of the Army and the Navy 
to terminate their own roasting of coffee. 

This is pointed out by John F. McKiernan, president of 
the National Coffee Association, who recalls that the action 
was first urged by NCA at its 1953 convention in Boca 
Raton, Fla. 

Invitations to bid on roasting and packing of coffee 
have been issued to about 500 U.S. firms by the Quarter- 
master. 

Estimated requirements for the last five months of 1955 
total 9,538,000 pounds, with a maximum of 19,076,000 
pounds. Half of this amount is reserved for ‘small 
business’ firms and is not included in the bid. 

“Small business’ firms are defined as those employing less 
than 500 people. 

“The portion reserved for ‘small business’ will be pro- 
cured by negotiation only with responsible small firms who 
submit responsive bids in the portion advertised at a unit 
price within 120 per cent of the highest award made,” it 
was explained. 

“Your hoard was informed that some roasters have been 
reluctant to bid .on. this. business. owing, to..their lack of 
equipmeatsto pack 20 pound: (five gallon square) or three 
pound “€No: 10) cans,” Mr. McKiernansaid.» 

“The office of the association.has::been~im-contact.. with 
American Can’ Co. and’ Continental: Can: Co.. and -has»been: 
advised that some machinery is available on a rental basis 
at a relatively nominal fee. We have not yet heard from 


other companies that might have this equipment, such as the 
General Can Co. or the Western Can Co. It is suggested 
that roasters who are interested in renting vacuum equip- 
ment contact the office of the association or their local can 
company representative for terms, etc.” 

Mr. McKiernan emphasized that this action by the 
Quartermaster returns to the coffee roasting industry a sub- 
stantial volume of business which heretofore has been 
handled by the government. 

“If we are to be successful in keeping the government 
out of the coffee roasting business, the industry must meet 
the challenge, and your board hopes that the invitation to 
bid will be met with a wide response,” he said. 

The Chicago Quartermaster Office later issued a new in- 
vitation covering a guaranteed minimum of 7,313,000 
pounds, with an estimated requirement of 14,625,000 pounds 
for delivery monthly from August through December, 1955, 
at nine domestic points. Packing is again required in 20 
pound or three pound vacuum cans. 

Half of the amounts are again reserved for ‘‘small 
business.” 

The attention of interior roasters is called to the fact 
that deliveries are required at Alexandria, Va., Albany, Ga., 
Kansas City, Mo., and Fort Worth, Tex. Seaboard deliveries 
are to be made at Bayonne, N. J., New Orleans, La., Los 
Angeles, Calif., Oakland, Calif. and Seattle, Wash. 


Got a dime~—and fare—for a cuppa coffee? 


A Brockville, Ontario, business man reports on what 
happened..when he gave a panhandler $2.00 for a cup of 


coffee; instead ofa dime. 


The panhandler stepped to the curb, called a taxi and 
rode a few blocks down the street to a cafe. 
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Jabez Burns to distribute new MOCO 
high speed tea, coffee bagging unit 


Jabez Burns and Sons, Inc., internationally known manu- 
facturers of coffee and tea processing equipment, have an- 
nounced the addition of their sales line of the new MOCO 
Automatic Packaging Machine. The MOCO, produced by 
Modern Coffees, Inc., Boston, is now sold exclusively in 
the tea and coffee industries by Burns. 

The machine is claimed to be years in advance of its field 
for the high speed, low cost production of individual tea 
and coffee bags. 

The MOCO simultaneously forms, fills and seals the 
bags at 200 per minute on one head, well over twice the 
speed of any other single-headed unit. It also simultaneously 
forms, brand-name imprints, and attaches a non-tangling, 
four-inch tab-and-loop handle to the bag for individual 
indeatification and easy steeping. 

The MOCO, two feet square, requires a minimum of 
floor space. Its light weight (approximately 400 pounds) 
and extreme mechanical simplicity permit fast, easy in- 
stallation, Labor with no mechanical training can quickly 
learn to operate the machine. Modern Coffees and Jabez 
Burns further claim that the MOCO cuts tea bag production 
costs materially. 

The MOCO is the only machine that produces both flat 
and pleated bags. Individual pleated bags for both coffee 
and tea have four expansion pleats for faster infusion and 
a stronger brew. 

Steepolator Coffee Bags, manufactured on MOCO ma- 
chines in Modern Coffees’ own factory for the past six 
years, are distributed in the United States and Canada under 
the brand names of well known coffee roasters. The avail- 
ability of the MOCO for their own in-plant production of 
these bags is now an additional inducement to roasters to 
market this product. 

Almost all the vital working parts of the machine are 
contained in the head, only five inches wide by 14 inches 
long and seven inches high. This lightweight head is 
easily interchangeable if the packer desires to switch from 
flat to pleated bags or vice versa. Interchangeable heads 
are also available for Steepolator Coffee Bags or larger 
(120 per pound) tea bags. 


Two old Detroit coffee firms become one 


as King Coffee and Phelps, Krag consolidate 


Two old Detroit companies, with 175 years in the coffee 
business between them, will become one. 

King Coffee, Inc., and Phelps, Krag & Co. will consolidate 
under the name of King Coffee, Inc. 

Agreement on terms was announced in a joint statement 
by the president of the two companies, John E. King, Jr., 
and Brace Krag. 

The move came through a need for new plant facilities 


by Phelps, Krag. Their present plant faces condemnation 
to make way for the new Detroit waterfront development. 

Since King Coffee, Inc., has new, modern plant facilities 
adequate for both operations, the step is a natural, with 
attendant advantages for the companies and their customers. 

Phelps, Krag operations will be carried on for some time 
from the present Phelps, Krag quarters, until plans for in- 
tegration are thoroughly worked out. 

The larger combined yearly coffee sales of the combined 
operation will mean an important increase in buying power. 
Greater economy and efficiency will result through joint 
administration, production, sales and distribution, it was 
pointed out. 

All Phelps, Krag employees will continue on in their 
present capacities. 

John E. King, Jr., said that the merging of the businesses 
of these two quality coffee houses is an important forward 
step in service to the restaurant industry in the Detroit and 
Michigan area. 

Brace Krag will serve on the board of directors, and James 
Irwin, general manager of Phelps, Krag, will serve on the 
executive committee and :n official capacity in the combined 
operation. 


C. GS. Coburn, who has 
been named director of 
public relations for the 
Pan-American Coffee 
Bureau. 


Coburn heads up public relations 
for Pan-American Coffee Bureau 


C. G. Coburn has been named director of public relations 
for the Pan-American Coffee Bureau. 

Previously, he had been a senior public relations account 
supervisor in the New York office of the J. Walter Thompson 
Co., and for four years, was manager of the company’s 
Washington, D.C. office. 

A graduate of the University of Missouri School of 
Journalism, Mr. Coburn started his career as a newspaper- 
man in Washington. He has been active in the public re- 
lations field, however, for more than 20 years, organizing 
and directing programs for many leading U.S. companies 
and trade associations. 

During World War II he served in the Navy and currently 
holds the rank of Lieutenant Commander, retired, in the 
Naval Reserve. 
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Coffee units lead gain 
in vending machines 
in 1954, study shows 


The number of hot coffee vending machines in use in- 
creased from 25,900 in 1953 to 37,200 in 1954 according 
to the ninth annual census of the vending industry, con- 
ducted by Vend magazine. 

The census pointed out that the proportionate gain in 
the number of hot coffee machines was greater than the 
gain in any of the other types of vending machines now in 
use. 

This increase, Vend said, was ‘‘a not unexpected develop- 
ment in view of the growth of automatic in-plant feeding 
and the introduction of low-cost coffee vending machines.” 

During 1954, the vending industry as a whole sold prod- 
ucts with a retail value of $1,650,000,000, up from $1,573,- 
000,000 in 1953. 

The census is compiled by direct interview with vending 
machine manufacturers and by mail questionnaire to operat- 
ing companies—those firms which own, install and service 
the equipment. The 1954 study embraced returns from 524 
vending machine operators. 

Hot coffee vending machines sold an average of 623 cups 
a week per machine, the census disclosed, or better than one 
billion. cups:for the. 12 months..of. last. year.. 

Less than half the nation’s coffee machines still vend 
coffee at a nickel, the census reported. 

A growing trend, the census observed, is to sell hot choco- 
late from the same machine which sells hot coffee. During 
1954, 39 per cent of the vending operators reported they 
also sold some hot chocolate through their coffee venders. 


Named to head vending machine 
sales nationally for Tenco 


The appointment of David H. Hampton as director of 
vending sales has been announced by Edward Aborn, pres- 
ident of Tenco, Inc., Linden, N. J. 


Mr. Hampton was formerly sales manager for Spacarb, 
Inc., in the Midwest. Previously, he was eastern sales man- 
ager for the Orange Crush Co. For the past 20 years he 
has been active in food and beverage sales and is well known 
in the vending industry. 

Tenco, Inc., is devoted solely to the manufacture of in- 
stant coffee and has utilized many years of experience in the 
coffee business to develop Tenco vending coffee, for which 
Mr. Hampton will direct sales and advertising. 

Distribution will be on a national basis. 


Soluble coffee plant in El Salvador 
set for opening this December 


Ground-breaking ceremonies have been held in El Sal- 
vador for the construction of a soluble coffee plant with an 
annual capacity of approximately 40,000 bags of 69 kilo- 
grams of green coffee, the U.S. Department of Agriculture 
reports. 

The plant is expected to be in operation about December, 
1955. 

Fifty per cent of the stock is owned by Salvadoran in- 
terests, represented by the Compania de Inversiones, S. A. 
The other 50 per cent is owned by U. S. interests, divided 
between the International Basic Economy Corporation and 
Tenco, Inc., soluble coffee firm in Linden, N. J. 

The plant is being built for later easy expansion if 
necessary, U.S.D.A. says, and is expected to operate 24 
hours, seven days per week. The soluble coffee wiil be 
packed in special type hermetically sealed bags for ship- 
ment by steamer to the U. S. and other foreign markets. 

Tenco will blend the product with other soluble coffees in 
the U.S., and it will be sold under U.S. brand names, it 
was stated. 

It will also be marketed domestically, in El Salvador, 
under the name of ‘Cafe Listo.” 


Borden to re-open Macon instant coffee plant 


The Borden Food Products Co. has announced plans to 
re-open an instant coffee plant in Macon, Mass., in the 
near future. 
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Small, compact spray dryer 
announced by Bowen Engineering 


A new Bowen semi-works spray dryer is now available 
for those applications where a small, compact spray dryer 
: desired. Its working space is approximately seven by nine 
eet. 

The unit is designed fundamentally for experimental work 
and small production. 

A unit is already being used for pilot work in the soluble 
coffee field. 

On such small equipment, it isn’t possible to make the 
large beads customarily associated with soluble coffee, it is 
explained. But the unit can be successfully used to determine 
proper drying temperatures and to test relative values of 
different blends of coffee, as well as different types of 
extraction. 

The new dryer is designed for convenience in operation 
at a low operating cost. Although the unit is reasonably 
priced, it is built for long life in severe service. 

The equipment is entirely of stainless steel, except for 
external bracing. It is furnished as a complete operating 
unit, including heater, spray nozzle, product collector and 
supporting structural steel. Of prefabricated design, the 
unit is transportable through usual factory openings and 
can be assembled by ordinary shop labor in a few hours. 

The Bowen semi-works spray dryer incorporates a rug- 
gedly built gas-fired air heater for drying air to any desired 
temperature between 200°F and 750°F. 


Schrafft’s makes instant coffee debut 

Schrafft's Stores has announced their entry into the instant 
coffee field, with Schrafft’s Instant Coffee. 

The new product, according to Roland M. Howell, 
Schrafft's coffee buyer, is the result of months of research 
and testing to develop a full-flavored ‘‘instant’’ with a real 
good coffee taste. 


Expanded drive set for G. Washington 

American Home Foods, Inc., has completed plans for an 
expanded 1955 program of advertising and promotion for 
its G. Washington’s Instant Coffee, Larry Sauers, vice presi- 
dent, has announced. 





Intensified localized newspaper campaigns in the East 
will be backed by saturation spot TV. 


Nestle to build new headquarters 
building in White Plains, N. Y. 


The Nestlé Co., Inc., has retained the architectural firm 
of Eggers and Higgens, New York City, to design a three 
story executive headquarters building for Nestle’s on Bloom- 
ingdale Road in White Plains, N. Y. 


the revolution 
in green coffee marketing 
(Continued from page 15) 





1. Type of growth and the district produced. 

2. Port of export of the coffee. 

3. Size, shape, degree of uniformity of the coffee bean 
for that particular growth. 

4. Color, luster, etc., of the bean for that particular 
growth. 

5. Amount of foreign matter. 

6. Amount of defective beans, etc. 

In order to determine in the final analysis its trae com- 
mercial value in the spot market the following intrinsic 
quality characteristics must be standardized for commercial 
use: 

1. Roasting qualities, “even” roast, etc., of the growth 
in question. 

2. Cupping characteristics, such as body, aroma, flavor 
(taste), and degree of “zing” (or after-taste sensation). 

3. Yield of coffee, such as number of cups per pound of 
roasted beans to determine cost and value of the beans. 

The coffee trade realizes that Colombian coffees are not 
as restrictive as Santos, because Colombian coffee usually 
gives a uniform cup. As an example, the trade has not 
been able to devise an economical method of testing the 
intrinsic characteristics of Brazilian coffees. We still need 
specialists for this operation in order to test the cupping 

(Continued on page 86) 
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Most instant coffee 
users drink both 
soluble and regular 


Most instant coffee users drink both 
soluble and regular coffee. The pro- 
portion using instant exclusively is grow- 
ing, however. 

These are among the facts revealed by 
a consumer survey on instant coffee con- 
ducted for the Owens-Illinois Glass Co. 
by the Home Makers Guild of America 
last year. 

Questionnaires were mailed to 1,500 
consumers, and a remarkable 95.8 per 
cent responded. 


It is reported that Owens-Illinois will 
make available an analysis of consumer 
attitudes and habits by brand where the 
number of survey replies warrants such 
cross tabulation. The specific brand in- 
formation will be given only to the manu- 
facturer marketing that brand, 

Here are highlights of the survey: 

Use: 77.1 per cent of the participants 
indicated that they had purchased some 
brand of instant coffee in the six months 
preceding receipt of questionnaire. An- 
other 16.6 per cent said they had tried 
it some time previous to that period, and 
6.2 per cent indicated they had never used 
instant coffee. 

Reasons given by women who had never 
used instant coffee in their home were 





SEPARATE 


AND DIRECT SERVICES 
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SHIP VIA 





WEEKLY from 
BARRANQUILLA 
CARTAGENA to 


NEW YORK 
BALTIMORE 
PHILADELPHIA 


WEEKLY from 
BUENAVENTURA 
GUAYAQUIL 
TUMACO-MANTA to 


NEW YORK 
BALTIMORE 
PHILADELPHIA 


WEEKLY from 
BARRANQUILLA 
CARTAGENA to 


NEW ORLEANS 
and HOUSTON 














EVERY 
10 DAYS trom 
BUENAVENTURA 
GUAYAQUIL 
TUMACO > MANTA 
VERA CRUZ 
TAMPICO to 


NEW ORLEANS 
and HOUSTON 


EVERY 
20 DAYS from 
BARRANQUILLA 
CARTAGENA 
VERA CRUZ 











General Agents 
Transportadora Grancolombiana, Ltda. 
New York Chicago 
52 Wall Street 208 South La Salle Street 


Agents 


New Orleans and Houston: Texas Transport & Terminal Co., Inc. 

Philadelphia: Lavino Shipping Co. * Montreal: Robert Reford Co., Ltd. 

Los Angeles: Transmarine Navigation Corp. + Boston: Shepard Steamship Co. 

San Francisco: Balfour, Guthrie & Co., Ltd. + Baltimore: Penn-Maryland S. S. Corp. 
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Detroit 
1355 Book Building 


TAMPICO to 


CANADA and BOSTON 


FORTNIGHTLY from 

Colombian, Ecuadorian, 

Central American, and West Coast 
Mexican Ports to North American 
Pacific Coast Ports 
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principally related to comparison with 
taste of regular coffee. The majority of 
these “prefer the flavor of regular coffee.” 

Brands: 97.9 per cent of the “six-month 
purchasers” actually had one or more 
brands of instant coffee in their home at 
the time of the study; 22.8 per cent had 
more than one brand on hand. 

Size: The 1952 study revealed that 
64 per cent of all containers actually in 
the home were in the small size. In the 
1954 study, 58.7 per cent of all containers 
in the home were the small size, indicating 
a trend to larger sizes. 

Principal reasons for preferring large 
containers were “economy” and “supply 
lasts longer.” Preference for small con- 
‘tainer was based on irregular use, or use 
of instant coffee by only one person in 
the family. 

Instant vs. regular: 22.7 per cent of 
participants used instant coffee exclusive- 
ly, and 77.3 used both regular and instant. 
During the 1952 study, 14.2 per cent 
used instant exclusively, and 81.2 per cent 
used both regular and instant. 

Increase in use: 28.9 per cent of the 
consultants believe that they are using 
more instant coffee now than they were 
one year ago; 11.2 per cent say less, and 
59.9 per cent say they are using about 
the same. 

Qualities: The qualities which con- 
sumers are accustomed to in regular 
coffee but which they consider missing in 
instant coffee all relate to flavor, taste, and 
aroma. 


Silex starts operations 
at Muskogee branch plant 


Storage and assembly operations on the 
company’s glassware products have been 
started in Muskogee, Okla., by the Silex 
Co., of Hartford, Conn. 

Silex is one of the nation’s largest 
manufacturers of glass vacuum coffee 
makers, percolators, and coffee servers. 
Formerly nearly all of the Pyrex glass 
for these products was shipped from the 
Corning Glass Works in Muskogee for 
assembly in Hartford. 

In view of the tremendous quantities of 
glassware used by Silex, it is expected 
that the establishment of the branch plant 
in Muskogee will result in substantial an- 
nual savings in transportation, cartoning, 

Plastic and metal components for coffee 
makers and servers will continue to be 
manufactured in Hartford. 
and special handling costs. 


Coffee-break questions, answers 

Q. How can long serving lines be 
avoided ? 

A. By staggered breaks; by the addition 
of a change-maker to the staff -if the 
breaks are held in the cafeteria; by 
more serving stations—if there is no 
cafeteria; by requesting workers to have 
exact change ready. 

Q. What is the best way to handle a 
break in a large plant, where some work 
areas are far from the cafeteria? 

A. Provide longer breaks, or add mo- 
bile canteens or additional serving stations. 
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A SUMMARY OF INWARD - BOUND SCHEDULES ON THE COFFEE AND TEA BERTHS 


Ports and dates are subject to change, 
should exigencies require. Moreover, lines 
may schedule sailings not shown in this 


schedule. 


Abbreviations for lines 


Alcoa—Alcoa Steamship Co. 

Am-Exp—American Export Lines 

Am-Pres—American President Lines 

ArgState—Argentine State Line 

Am-W Afr—American-W est African Line 

Barb-Frn—Barber-Fern Line 

Barb-W Afr—Barber-West African Line 

Barb-Wn—Barber Wilhelmsen Line 

Brodin—Brodin Line 

Cunard—Brocklebanks’ Cunard Service 

Delta—Delta Line 

Dodero—Dodero Lines 

Ell-Buck—Ellerman & Bucknell S.S. Co. 

Farrell—Farrell Lines 

Grace—Grace Line 

Granco—Transportadora Gran 
Colombiana, Lida. 

Gulf—Gulf & South America Steamship 


lFC—I.F.C. Lines 
Independence—Independence Line 
JavPac—Java-Pacific Line 
Lamp-Ho—Lamport & Holt Line, Ltd. 
Lloyd—Lloyd Brasileiro 

Lykes—Lykes Lines 

Maersk—Maersk Line 

Mam—Mamenic Line 
Mormac—Moore-McCormack Lines, Inc. 
Nedlloyd—Nedlloyd Line 
Nopal—Northern Pan-American Line 
Norton—Norton Line 

PAB—Pacific Argentine Brazil Line 
PacFar—Pacific Far East Line, Inc. 
PacTrans—Pacific Transport Lines, Inc. 
Pioneer—American Pioneer Line 
Prince—Prince Line, Lid 

R Neth—Royal Netherland Steamship Co 
Rovin—Robin Line 

Royal Inter—Royalimmerocean Lines 
SCross—Southern Cross Line 
Sprague—Sprague Steamship Line 
Stockard—Stockard Line 
Swed-Am—Swedish American Line 
UFruit—United Fruit Co. 
Wes-Lar—Westfal Larsen Co. Line 


Abbreviations for ports 
Ba—Baltimore 
Bo—Boston 
CC—Corpus Chrish 
Ch—Chicago 
Chsn—Charleston 
Cl—Cleveland 
De—Detroit 
Ga—Galveston 
Gf—Gulf ports 
Ha—Halifax 
Ho—Houston 
HR—Hampton Roads 
]x—lJacksonville 
LLA—Los Angeles 
M/—Montreal 
Mo—Mvbile 
NO—New Orleans 
NY—New York 
Nf—Norfolk 
NN—Newport News 
Pa—Philadelphia 
Po—Portlan. 
PS—Puget Sound 
Sa—Savannah 
SF—San Francisco 
Se—Seattle 
St Jo—Saint John 
Ta—Tacoma 


Co., Im. 


Hol-Int—Holland-Interamerica Line 


SAILS SHIP LINE 
ACAJUTLA 

4/10 Mataura UFruit 
4/19 Santa Cruz Grace 

4/23 Mabella UFruit 
4/27 Fiador Knot UFruit 
5/2  Choluteca UFruit 
5/21 Santa Fe Grace 

5/24 Mataura UFruit 
AMAPALA 

4/15 Santa Cruz Grace 

4/15 Mataura UFruit 
4/19 Santa Fe Grace 

4/22 Mabella UFruit 
4/29 Fiador Knot UFruit 
5/5  Choluteca UFruit 
5/17 Santa Fe Grace 

5/19 Mataura UFruit 


6/2 Santa Cruz Grace 


BARRANQUILLA 


4/12 Santa Catalina Grace 
4/16 Otta UFruit 
4/18 L.H. Cari UFruit 
4/19 Santa Teresa Grace 
4/24 Frameggen UFruit 
4/26 Santa Ana Grace 
4/30 Loviand UFruit 
5/2  Aggersborg UFruit 
5/3 SantaCatalina Grace 
5/3 Santa Fe Grace 


5/7 Marna UFmuit 
5/10 SantaTeresa Grace 
5/14 Otta UFruit 


5/16 LW. Carl UFruit 
APRIL, 1955 


DUE 


Cr°4/18 NY4/26 
LA4/28 SF4/30 Se5/5 
Cr°4/30 NY5/8 
Cr?5/2 Ho5/9 NO5/12 
Cr°5/8 NY5/16 
LA5/30 SF6/1 Se6/6 
Cr?5/27 NY6/4 


LA5/30 SF6/1 Se6/6 
Cr°4/18 NY4/26 
Cr'4/29 

Cr°4/30 NY5/8 
Cr?5/2 Ho5/9 NO5/12 
Cr°5/8 NY5/16 
LA5/30 SF6/1 Se6/6 
Cr?5/27 NY6/4 
Cr'6/12 


Chsn4/18 NY4/20 
NY4/30 

N04/30 
Chsn4/25 NY4/27 
NY5/7 

Chsn5/2 NY5/4 
NY5/13 

N05/14 

Chsn5/9 NY5/11 
LAS/30 SF6/1 Se6/6 
NY5/20 

Chsn5/16 NY5/18 
NY5/27 

N05/28 


Yamashita—Yamashtta Line 


COFFEE BERTHS 


Va—Vancouver 


SAILS SHIP LINE DUE 
BARRIOS 

4/10 Majorka UFruit NY4/17 

4/10 Aggersborg UFruit Ho4/14 NO04/17 
4/15 Avenir UFruit NY4/23 

4/17 Leon UFruit Ho4/21 N04/23 
4/24 Lempa UF ruit Ho4/28 NO5/1 

4/24 Mafalda UFruit NY5/7 

5/1 Copan UFruit NY5/8 

5/1‘ Telde UFmit Ho5/5 NO05/8 

5/8 Leon UFmit Ho5/12 NO5/15 

5/8  Mataura UFruit NY5/15 

5/15 Avenir UFruit NY5/22 

5/15 Lempa UFruit Ho5/19 NO5/22 

5/22 Telde UFruit Ho5/26 N05/29 
5/22 Mafalda UFmit NY5/29 

5/29 Copan UFruit NY6/5 

5/29 Leon UFruit | Ho6/2 N06/5 
BUENAVENTURA 

4/10 Shipper Guif Ho4/21 NO4/25 
4/10 Flynderborg Independence LA4/25 SF4/27 Va5/3 Se5/4 P05/6 
4/11 Barbara Grace NY4/18 

4/18 Santa Maria Grace NY4/25 

4/23 Santa Flavia Grace LA5/2 SF5/5 $e5/18 
4/24 Luisa Grace NY5/2 

4/24 Banker Gulf Ho5/5 N05/9 

5/1 Cecilia Grace NY5/9 

5/8 Margarita Grace NY5/16 

5/il Santa Fe Grace LA5/30 SF6/1 Se6/6 
5/30 Santa Adela Grace LA6/10 SF6/13 Se6/24 
6/14 Santa Leonor Grace LA6/23 SF6/25 Se7/7 
CARTAGENA 

4/10 Marna UFruit NY4/22 

4/16 Santa Rosa Grace NY4/2¢ 
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SAILS SHIP LINE 


SAILS SHIP LINE 


Leslie Lykes N06/29 
Van Waerwijck Royal-Inter SF7/11 
Lombok Nediloyd NY7/10 Pa7/12 Ba7/14 NO7/21 LA8/4 SF8/8 
PoS/11 Se8/14 Va8/18 
Nediloyd NY8/3 Pa8/6 BaS/8 NO8/14 YA8/z7 SF9/1 
Po9/5 Se9/8 Va9/12 


5/20 
5/25 
6/3 


UFruit 
UFruit 
Grace 

UFruit 
Grace 

UF ruit 
UFruit 
Grace 

UFruit 
UF ruit 
UFruit 
UFruit 


NY4/30 
N04/30 
NY4/27 
NY5/7 

LAS/30 
NY5/13 
NO5/14 
NY5/1i 
NY5/20 
NY5/27 
N05/28 
NY6/3 


4/17 
4/19 
4/23 
4/25 
5/1 
5/1 
5/3 
5/7 
5/8 
5/15 
5/17 
5/22 


Otta 

L.H. Cari 
Santa Paula 
Frameggen 
Santa Fe 
Loviand 
Aggersborg 
Santa Paula 
Marna 

Otta 

L.H. Carl 
Frameggen 


SF6/1 Se6/6 6/25 Roebiah 


EL SALVADOR 


4/11 Wyoming 
4/14 Flynderborg 


French LA4/21 SF4/24 Va4/28 Se5/1 
Independence LA4/25 SF4/27 Va5/3 Se5/4 P05/6 


GUATEMALA 


4/15 Wyoming 
4/17 Flynderborg 


CORINTO 


4/14 Flyndertorg 
4/20 Mabelia 
4/22 Santa Fe 
4/29 Choluteca 
5/18 Mataura 
6/5 Santa Cruz 


French LA4/21 SF4/24 Va4/28 Se5/1 
Independence LA4/25 SF4/27 Va5/3 Se5/4 Po5/6 Independence LA4/25 SF4/27 Va5/3 Se5/4 PoS/6 
UFruit Cr*4/30 NY5/8 
Grace Cr'4/z9 

UFruit Cr°5/8 NY5/16 
UFruit Cr°5/27 NY6/4 
Crace Cr'6/12 


LA 


4/14 
4/16 
4/20 
4/21 
4/23 
4/26 
4/30 
5/3 

5/4 

5/5 


GUAIRA 


Santa Rosa 
Santa Teresa 
Santa Clara 
Santa Paula 
Santa Ana 
Santa Sofia 
Santa Catalina 
Santa Monica 
Santa Teresa 
Santa Pauia 


NY4/20 
Chsn4/25 NY4/27 
Pa4/26 NY4/29 
NY4/27 

Chsn5/3 NY5/4 
Ba5/3 NY5/4 
Chsn5/9 NY5/11 
Pa5/10 NY5/11 
Chsn5/16 NY5/18 
NY5/11 


Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 
Grace 


CRISTOBAL 


4/10 
4/13 
4/19 
4/25 
5/1 
5/9 
5/9 
5/23 
5/28 


UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UF ruit 
UFruit 
UF ruit 
UFruit 


NY4/17 
N04/18 
NY4/26 
N04/30 
NY5/8 

NY5/16 
NO05/14 
N05/28 
NY6/4 


Loviand 
Aggersborg 
Mataura 
L.H. Cari 
Mabella 
Choluteca 
Agcersborg 
L.H. Carl 
Mataura 


LA LIBERTAD 


4/11 Mataura UFruit 
4/18 Santa Fe Grace 
4/18 Santa Cruz Grace 
4/25 Mabelia UFruit 


NY4/26 
Cr'4/29 
LA4/28 SF4/30 Se5/5 


DAR es SALAAM Cr°4/30 NY5/8 


4/20 
4/26 
4/27 


Mayo 
Afr Pilgrim 
Samarinda 


Lykes 
Farrell 


N05/29 
NY5/26 


Nedlloyd NY6/3 


Pa6/6 Ba6/S NO6/14 LAG6/27 SF7/1 


4/25 
5/1 
5/20 


Cr25/2 Ho5/9 NO5/12 
Cr°5/8 NY5/16 
LAS/30 SF6/1 Se6/6 


UFruit 
UFruit 
Grace 


Fiador- Knot 
Choluteca 
Santa Fe 


Cr*5/27 NY6/4 


UF ruit 
Grace 


Mataura 
Santa Cruz 


Po7/5 Se7/8 Va7/12 5/23 


5/12 Afr Sun Farrell NY6/11 5/31 Cr'6/12 





Where you want it... 


When you want it... 


Your coffee arrives in perfect condition at 
our modern terminal at Pier 25, North River, 
New York, in just 13 days from Santos —12 
days from Rio—when it comes via Argentine 
State Line. Our large fleet of modern freight- 
ers, plus three new passenger liners—RIO DE 
LA PLATA, EVITA and RiO JACHAL — op- 
erate a swift, dependable cargo service be- 
tween East Coast of South America ports and 
New York. Your coffee is handled by experi- 
enced, efficient crews, in and out of immacu- 
late holds, assuring a minimum of bag damage 
and flavor contamination from dockside in 
Rio or Santos to truck or lighter in New York. 


ARGENTINE STATE LINE 


Boyd, Weir and Sewell, Inc., General Agents 
24 State Street, New York 4, N. Y., Tel. BO 9-5660 
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SHIP 


UNION 


Mataura 
Santa Cruz 
Santa Fe 
Fiador Knot 
Mabella 
Choluteca 
Santa Fe 
Mataura 
Santa Cruz 


SAILS 


LA 


4/13 
4/17 
4/20 
4/23 
4/27 
5/4 

5/19 
5/21 
6/3 





LIMON 


4/ll 
4/14 
4/22 
4/23 
4/29 
5/5 

5/7 

5/12 
5/19 
5/21 
5/26 


Agcersberg 
Marra 
Otta 

L.H. Carl 
Frameggen 
Loviand 
Aggersborg 
Marna 
Otta 

L.H. Carl 
Frameggen 


LOBITO 


4/18 Tabor 
4/19 Afr Pilot 
4/29 Del Oro 
5/12 Afr Grove 
5/17 Afr Patriot 
5/20 Del Campo 
5/27 Granville 
6/9 Del Rie 





LUANDA 


Afr Pilot 
Tabor 

Del Oro 
Afr Grove 
Afr Patriot 
Del Campo 
Granville 
Del Rio 


4/16 
4/16 
4/27 
5/9 

5/14 
5/18 
5/25 
6/7 


MARACAIBO 


Santa Monica 
4/17 Santa Clara 
4/24 Santa Sofia 
5/1 Santa Monica 
5/5 Santa Fe 
5/8 Santa Clara 


4/13 


MATADI 


4/13 Afr Pilot 
4/14 Tabor 
4/22 Del Oro 
5/6 = Afr Grove 
5/11 Afr Patriot 
5/15 Del Campo 
5/23 Granville 
6/3 Del Rio 


MOMBASA 


4/16 Afr Pilgrim 
4/30 Samarinda 


5/1 
5/2 
5/25 
6/4 
6/6 


Mayo 
Afr Sun 


Leslie 
Lombok 


6/28 Roebiah 


PARANAGUA 


4/11 Ravnanger 


APRIL, 








UFruit 
Grace 
Grace 
UFruit 
UFruit 
UFruit 
Grace 
UFruit 
Grace 


UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UFruit 
UF rit 
UFruit 
UFruit 


NY4/26 

LA4/28 SF4/30 Se5/5 
Cr'4/29 

Cr°5/2 Ho5/9 NO5/12 
Cr?4/30 NY5/8 

Cr°5/8 NY5/16 
LA5/30 SF6/1 Se6/6 
Cr25/27 NY6/4 
Cr'6/12 


N04/18 
NY4/22 
NY4/30 
N04/30 
NY5/7 

NY5/13 
N05/14 
NY5/20 
NY5/27 
N05/28 
NY6/3 


Am-WAfr USA5/15 


Farrell 
Delta 
Farrell 
Farrell 
Delta 


NY5/9 
N05/23 
NY6/11 
NY6/6 
N06/13 


Am-WAfr USA6/30 


Delta 





N07/2 





Farrell NY5/9 
Am-WAfr USA5/15 

Deita NO05/23 

Farrell NY6/11 

Farrell NY6/6 

Delta N06/13 
Am-WAfr USA6/30 

Delta N07/2 

Grace Ba4/19 NY4/20 
Grace Pa4/26 NY4/27 
Grace Ba5/3 NY5/4 
Grace Pa5/10 NY5/11 
Grace LA5/30 SF6/1 Se6/6 
Grace Pa5/18 

Farrell NY5/9 
Am-WAfr USA5/15 

Delta N05/23 

Farrell NY6/11 

Farrell NY6/6 

Delta N06/13 
Am-WAfr USA6/30 

Delta N07/2 

Farrell NY5/26 


Nediloyd NY6/3 Pa6/6 Ba6/8 N06/14 LA6/27 SF7/1 


Po7/5 Se7/8 Va7/12 





Regular Service 
From The Principal Brazilian Ports To: 
NEW YORK NEW ORLEANS 


Lloyd 
BRASILEIRO 


(Partrimonio Nacional) 


Owned and operated exclusively by the 
Brazilian Government, LLOYD BRASIL- 
EIRO includes the American Line in its 
list of services vital to Brazil’s trade re- 
lations with the commercial centres of 
the world. The American Line maintains 
regular service from the principal Brazilian 
coffee ports to New York and New Or- 
leans, with facilities (as cargo offers) at 
Philadelphia, Baltimore, Norfolk, Jackson- 
ville and Houston. 





Bringing North and South America nearer each other. LLOYD 
BRASILEIRO makes the Good Neighbor a Close Neighbor. 















NEW ORLEANS 
305 Board of Trade Bldg. 


NEW YORK 
17 Battery Place 



















Dependable service on 
coffee shipments from 


BRAZIL 


All coffee cargoes receive 
speedy, careful handling and 
personalized service 


when they're shipped 

with iFe Lines. Every 

shipment gets special- 

izedhandlingtoinsure depend- 

able, safe arrival. And every 

iFe ship pleasantly accommo- 

dates 12 passengers. Y 








Van Waerwijck 
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Lykes N05/29 
Farrell NY6/11 
Royal- Inter SF7/11 
Lykes N06/29 


Nedlloyd NY7/10 Pa7/12 Ba7/14 NO7/21 LA8&/4 SF8/8 
PoS/11 Se8/14 Va8/18 

Nediloyd NY8/3 Pa8/6 Ba8/8 NO&/14 YA&/27 SF9/1 Po9/5 
$e9/8 Va9/12 


Wes-Lar LA5/10 SF5/13 Po5/19 Se5/27 Va5/31 





AGENTS 


BALTIMORE—The Hinkins 


CHICAGO—F.C. MacFarlane, 


Steamship Agency, Inc., Munsey 105 West Adams St. 
BRAZIL—Agencia Johnson Bidg. DETROIT—F.C. 
Ltd., Rio de Janeiro, Santos and 4 NEW ENGLAND — Roger 9 DET ROUT” ee 
$i0 Paulo H. Neidlinger, Wickford, R.1. 
CANADA—Cunard Steam-Ship PHILADELPHIA —B. H. PITTSBURGH — Lamerk 
Co. Ltd., Montreal, Toronto,  Sobelman & Co., Inc., Bourse Shipping Agency, 202 Henry W. 
Halifax Bidg. Oliver Bidg. 


International Freighting Corporation, Inc. 
17 Battery Place, New York City 4, N. Y.—Phone Digby 4-2800 


Pier 2, Erie Basin, 
Branch Office: 


Brooklyn, N. Y.—Phone MAin 5-3158 


Buenos Aires—Avenida Pte. Julio A. Roca-710 
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SAILS SHIP LINE DUE SAILS SHIP LINE 


4/11 Holberg Nopal NO5/2 Ho5/5 PUNTARENUS 

4/12 Mendoza Dodero NY5/4 BoS/7 Pa5/9 Ba5/10 Nf5/11 

4/12 Mormacrio  Mormac Jx4/29 Bo5/4 NY5/5 PaS/7 Ba5/9 4/12 SantaCruz Grace = LA4/28 SF4/30 Se5/5 

4/14 Del Monte Delta NOS/6 Ho5/11 4/13 Flinderborg Independence LA4/25 SF4/27 Va5/3 Se5/4 Po5/6 

4/15 Mormacmar | Mormac LAS/11 SF5/13 PoS/17 $e5/19 Va5/21 4/26 Santa Fe Grace = Cr'4/29 

4/15 Domingos Lloyd NO5/4 Ho5/11 4/26 Choluteca UFruit Cr5/8 NY5/16 

4/17 Mormacreed © Mormac Ba5/6 PaS/8 NY5/10 Bo5S/12 MIS/17 5/14 Santa Fe Grace — LAS/30 SF6/1 Se6/6 

4/18 Hav IFC NY5/5 PaS/7 Ba5/9 Bo5/12 MIS/17 5/15 Mataura UFruit 5/27 NY6/4 

4/18 Montevideo Stockard NY5/6 Ba5/8 Pa5/10 

4/21 Skogaland Brodin Ba5/9 NY5/11 Bo5/13 Pa5/14 

4/22 Mormacdawn  Mormac NY5/15 Bo5/18 Pa5/20 BaS/22 NfS/23 RIO de JANEIRO 

4/24 Chile Lioyd = NY5/13 4/10 Bahia SCross NY4/28 Bo5/1 Pa5/3 Ba5/4 Nf5/5 

4/25 Del Aires Delta NO5/17 Ho5/22 4/13 Sagoland Brodin Ba4/28 NY4/30 BoS/3 Pa5/5 

4/26 Branco Nopal NO05/15 Ho5/18 4/13 Peru Lloyd  NY4/28 

4/27 Mormachawk Mormac Ba5/16 Pa5/18 Bo5/20 NY5/21 4/15 Holberg Nopal NY5/2 Ho5/5 

5/2 Mormacsea Mormac = Jx5/21 Ba5/25 Pa5/27 NY5/28 Bo5/31 MI6/1 4/35 Mendoza Dodero NY5/4 BoS/7 Pa5/9 Ba5/10 Nf5/11 

5/6 Alcyon IFC NY5/25 Pa5/27 Ba5/29 Bo5/31 MI6/6 4/16 Del Sud Delta  N04/29 

5/7  Mormaciand  Mormac LAG6/2 SF6/4 Po6/8 Se6/10 Va6/12 4/16 Ravnanger Wes-Lar LA5/10 SF5/13 Po5/19 Se5/27 Va5/31 

5/9 Buenos Aires Stockard NY5/27 Ba5/29 Pa5/31 4/18 Domingos Lioyd == NO5/4_ Ho5/11 

5/9 Del Mundo Delta NO5/31 Ho6/5 4/19 Del Monte Delta NO5/6 Ho5/11 

5/10 Nordanger Wes-Lar LA6/9 SF6/12 P06/19 Se6/25 Va6/30 4/20 Argentina Mormac NY5/2 

5/14 Degeroe ing Nopal NO06/4 H06/7 4/20 Hav IFC NY5/5 Pa5/7 Ba5/9 Bo5/12 MI5/17 

5/23 Del Santos Delta N06/14 Ho6/19 4/21 Montevideo | Stockard NY5/6 Ba5/8 Pa5/10 

5/28 Bow Santes IFC NY6/13 Pa6/15 Ba6/17 Bo6/20 MI6/25 4/25 Skogaland Brodin Ba5/9 NY5/11 BoS/13 Pa5/14 

5/30 Santos Stockard NY6/17 Ba6/19 Pa6/21 4/27 Chile Lloyd NY5/13 

6/4 Del Alba Deita N06/25 Ho6/30 4/28 Mormacdawn Mormac NY5/15 Bo5/18 Pa5/20 Ba5/22 Nf5/23 
4/30 Branco Nopal NO5/15 Hc5/18 
4/30 Del Aires Delta NO5/17 Ho5/22 

PORT SWETTENHAM 4/30 Mormacland | Mormac LA6/2 SF6/4 Po6/8 Se6/10 Va6/12 


4/27 Eastern Prince Ha6/4 Bo6/7 NY6/8 Pa6/13 Ba6/15 Nf6/21 5/5 Del Mar Delta N05/19 
5/28 Javanese Prince Ha7/5 Bo7/8 NY7/9 Pa7/14 Ba7/16 Nf7/20 5/7 Mormacsea Mormac Jx5/21 Ba5/25 Pa5/27 NY5/28 Bo5/31 MI6/1 


7/3 —Cingalese Prince Ha8/4 Bo8/7 NY8/8 Pa8/13 Ba8/15 Nf8/19 5/9 — Alcyon IFC NY5/25 Pa5/27 Ba5/29 Bo5/31 MI6/6 
5/12 Buenos Aires Stockard NY5/27 Ba5/29 Pa5/31 


5/14 Del Mundo Delta NO5/31 Ho6/5 
PUERTO CABELLO 5/15 Nordanger Wes-Lar LA6/9 SF6/12 P06/19 Se6/25 Va6/30 
4/14 Santa Rosa Grace NY4/20 5/18 Degeror Ing Nopal NO6/4 H06/7 
4/18 Santa Clara Grace Pa4/26 NY4/27 5/19 Del Norte Delta N06/2 
4/21 Santa Paula Grace NY4/27 5/28 Del Santos Delta N06/14 Ho06/19 
4/25 Santa Sofia Grace Ba5/3 NY5/4 5/31 Bow Santos IFC NY6/13 Pa6/15 Ba6/17 Bo6/20 Mi6/25 
5/2 SantaMonica Grace Pa5/10 NY5/11 6/2 Del Sud Delta N06/16 
5/5 Santa Paula Grace NY5/11 6/2 Santos Stockard NY6/17 Ba6/19 Pa6/21 
5/9 Santa Clara Grace Ba5/17 NY5/18 6/8 Del Alba Delta N06/25 Ho6/30 








TO NEW ORLEANS AND OTHER U.S. GULF PORTS...FROM 


SOUTH AMERICA... 


PARANAGUA, SANTOS, RIO DE JANEIRO, VICTORIA 


Regular weekly sailings 


WEST AFRICA... 


ANGOLA, BELGIAN CONGO, CAMEROONS, IVORY COAST, AND LIBERIA 
Regular three week sailings 





AGENTS: 


RIO DE JANEIRO: DELTA LINE, INC. 
Chee o Rua Visconde Inhauma 134 

SANTOS: DELTA LINE, INC. 

Rua 15 de Novembre 176-178 


LUANDA & LOBITO: 
WISSISSIPP! SHIPPING COMPANY. INC. + WEW ORLEANS Sociedade Luso-Americana, Ltda. 


MATADI: 
Nieuwe Afrikaansche Handels Vennootschu,. 


COFFEE & TEA INDUSTRIES and The Flavor Field 
















4/21 
5/23 
5/28 







4/12 
4/12 
4/13 
4/14 
4/14 
4/15 
4/15 
4/15 
4/17 
4/18 
4/18 
4/19 
4/20 
4/21 
4/23 
4/26 
4/27 
4/27 
4/28 
5/1 

5/4 

5/5 

5/6 

5/8 

5/11 
5/11 
5/13 
5/16 
5/18 
5/25 
5/30 
6/1 
6/1 
6/6 
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4/21 
4/25 
4/29 





5/7 
5/25 
5/28 
6/5 


6/27 


4/11 
4/21 
5/2 

5/16 
5/30 
6/10 





le re 








4/10 
4/21 
5/8 
5/10 
5/23 
6/8 
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4/ll 
4/19 
4/29 






Ante 









SAILS 


SAN JOSE 
4/16 Santa Fe 








VICTORIA 
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SHIP 


Santa Cruz 
Santa Fe 
Santa Cruz 


SANTOS 


Sagoland 
Peru 
Holberg 
Mardoza 
Mormacmar 
Del Sud 
Mormacy.o 
Ravnanger 
Domingos 
Argentira 
Del Monte 
Hav 

Mo: tevideo 
Mormacreed 
Skogalard 
Chile 

Del Aires 
Mormacdawn 
Bra>co 
Mormachawk 
De! Mar 
Mormacland 
Mormacsea 
A'cyon 

De! Mundo 
Buescs Aires 
Nordarger 
Degerce Ing 
Del Norte 
Del Santos 
Bow Santos 
Del Sud 
Santos 
Del Alba 


TANGA 


Afr Pilgrim 
Mayo 
Samarinda 


Afr Sun 

Van - Waerwijck 
Leslie 

Lombok 


Roebiah 


Del Vaile 
Del Monte 
Del Aires 

Del Mundo 
Del Santos 
Del Alba 


CALCUTTA 


Exminster 
Express 
Wonosari 
Exemplar 
Excelsior 
Bawean 


COCHIN 


British 
Exminster 
Express 
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Grace 
Grace 
Grace 
Grace 


Brodin 
Lloyd 
Nopal 
Dodero 
Mormac 
Delta 
Mormac 
Wes - Lar 
Lloyd 
Mormac 
Delta 
IFC 
Stockard 
Mormac 
Brodin 
Lloyd 
Delta 


Cr'4/29 
LA4/28 SF4/30 Se5/5 
LA5/30 SF6/1 Se6/6 
Cr'6/12 


Ba4/28 NY4/30 Bo5/3 Pa5/5 

NY4/28 

NO5/2 Ho5/5 

NY5/4 Bo5/7 Pa5/9 Ba5/10 Nf5/11 
LA5/11 SF5/13 Po5/17 Se5/19 Va5/21 
N04/29 

Jx4/29 Bo5/4 NY5/5 Pa5/7 Ba5/9 
LAS/10 SF5/13 Po5/19 Se5/27 Va5/31 
NO5/4 Ho5/11 

NY5/2 

NO5/6 Ho5/11 

NY5/5 Pa5/7 Ba5/9 Bo5/12 MI5/17 
NY5/6 Ba5/8 Pa5/10 

Ba5/6 Pa5/8 NY5/10 Bo5/12 

Ba5/9 NY5/11 Ba5/13 Pa5/14 
NY5/13 

NO5/17 Ho5/22 


MormacNY5/15 Bo5/18 Pa5/20 Ba5/22 Nf5/23 


Nopal 
Mormac 
Delta 
Mormac 
Mormac 
IFC 
Delta 
Stockard 
Wes- Lar 
Nopal 
Delta 
Delta 
IFC 
Delta 
Stockard 
Delta 


Farrell 
Lykes 
Nedlloyd 


Farrell 





NO5/15 Ho05/18 
Ba5/16 Pa5/18 Bo5/20 NY5/21 
N05/19 
LAG6/2 SF6/4 Po6/8 Se6/10 Va6/12 
Jx5/21 Ba5/25 Pa5/27 NY5/28 Bo5/31 MI6/1 
NY5/25 Pa5/27 Ba5/29 Bo5/31 MI6/6 
NO5/31 Ho06/5 
NY5/27 Ba5/29 Pa5/31 
LA6/9 SF6/12 P06/19 Se6/25 Va6/30 
N06/4 Ho6/7 
N06/2 
N06/14 H06/19 
NY6/13 Pa6/15 Ba6/17 Bo6/20 MI6/25 
N06/16 
NY6/17 Ba6/19 Pa6/21 
N06/25 H06/30 


NY5/26 

N05/29 

NY6/3 Pa6/6 Ba6/8 NO6/14 LA6/27 SF7/1 Po7/5 
Se7/8 Va7/21 

NY6/11 


Royal-Inter SF7/11 


Lykes 
Nediloyd 


Nedlloyd 





Deita 
Delta 
Delta 
Delta 





Am- Exp 
Am-Exp 
JavPac 
Am- Exp 
Am- Exp 
JavPac 


Prince 
Am- Exp 
Am-Exp 


N06/29 
NY7/10 Pa7/12 Ba7/14 NO7/21 LA8/4 SF8&/8 

Po8/11 Se8/14 Va8/18 
NY8/3 Pa8/6 Ba8/S NO8/14 LA8/27 SF9/1 Po09/5 
$e9/8 Va9/12 


NO4/2? Ho05/2 
NO5/6 Ho5/11 
NO5/17 Ho5/22 
N05/31 Ho6/5 
N06/14 06/19 
N06/25 Ho6/30 





TEA BERTHS 


Bo5/15 NY5/16 
Bo5/28 NY5/29 
SF6/10 LA6/15 P06/28 Se7/4 Va7/8 
Bo6/14 NY6/14 
Bo6/28 NY6/29 
LA7/12 SF7/16 Po7/20 Se7/23 Va7/25 


Ha5/5 Bo5/8 NY5/9 Pa5/14 Ba5/16 NfS/22 
Bo5/15 NY5/16 
Bo5/28 NY5/29 


(Continued on page 88) 











ror FAST DEPENDABLE DELIVERY 





. -. of your mild coffees 


to United 


States markets... 


rely on 


UNITED FRUIT COMPANY 


STEAMSHIP SERVICE 









Regular Sailings between 


GUATEMALA NICARAGUA 
EL SALVADOR COSTA RICA 


HONDURAS 






and NEW YORK- NEW ORLEANS - HOUSTON 
and other U.S. ports 





NEW YORK: 
Pier 3, North River 


NEW ORLEANS: 
321 St. Charles St. 





COLOMBIA 





















































FAST 


cargoes to experienced 






PACIFIC-ARGENTINE- 
BRAZIL LINE, INC. 








ry 


Service 


Line has been a leading factor in coffee commerce be- 
tween Brazil and the West Coast of the United States. 
Regular schedules on modern C-3 ships. Entrust your 


P-A-B. 


ree 


Accommodations 
for 12 passengers 


PACIFIC + ARGENTINE + BRAZIL LINE 
PACIFIC WEST INDIES - PUERTO RICO 





POPE & TALBOT. INC.. AGENTS 


PACIFIC AND APLANTIC INTERCOASTAL 















> 
























EXECUTIVE OFFICES—320 California St., San Francisco « DO 2-2561 
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Coffee Movement in The U. S. Market 
(Figures in 1,000 bags) 
Total Deliveries—from : Visible Supply—lst of Month 
Entries Brazil Others Total Brazil Others Total 
1953 

) 949 1,683 624 
August 7g 630 1,038 712 
September 5 836 1,926 724 
766 1,498 720 
701 1,388 863 
1,095 2,237 1,203 


1,659 1,075 
1,942 
1,959 
1,448 
1,031 
1,092 
754 
August 5 799 
September 795 
October 916 
November 7 : ‘ 989 
December 975 ,122 2,097 


January 416 30: 1,476 
February 7 1,285 
March (1-28) 12 1,152 


Figures by N. Y. Coffee & Sugar Exchange, Inc., in bags of origin. (Preliminary) 

















The coffee outlook Imports, too, declined. The 1954 total was 17,072,000 
: bags, a drop of 19 per cent from the 1953 level of 21,017,- 

More so than in the past, the United States government 09 bags. 

is becoming a source of coffee data which the trade looks One particularly interesting figure in the government re- 

at with considerable interest. port was on the proportion of roasted coffee used for solubles. 

Early last month, for instance, the market seemed to This proportion was 12 per cent, or 2,052,000 bags. 
respond—at least for a while—to the report by the Bureau This amount was, however, 32 per cent of the total 
of the Census of the U.S. Department of Commerce that roastings of those firms which reported roastings for 
the inventory of coffee in this country was surprisingly low. soluble coffee during 1954. 

According to these figures, supplies at the year-end were Considerable interest was also generated by the U.S. 
only 2,144,000 bags. The trade had believed the total was Department of Agriculture report on the Brazil crop. 
closer to 3,000,000 bags. USDA puts the 1955-56 crop at 17,000,000 bags of reg- 

Some estimates of heavy roastings put the total on hand at istered production, or about 16,200,000 bags for export. 
the end of February at only 1,700,000 to 1,800,000 bags. It is widely understood in the trade that the carryover 

The government's year-end inventory figure was the this June 30th in Brazil will be considerable. 
lowest since 1948. It is this outlook for plentiful supplies which basically 

The Bureau of the Census also said that coffee roastings explains the wide spreads between the spot positions and 
in 1945 were 17,601,000 bags, well below the two previous the distant months. 
years. Producing countries, seeking ways to avert the “bust” 

In 1951 the total roastings were 19,051,000 pounds, and phase of the “boom and bust’ cycle this time, hope to put 
in 1950 they were 18,416,000 pounds. some solidity into the outlook. 


SOUTHERN CROSS LINE 


Fast Motorships - from Brazil - to United States Atlantic Ports 
| COSMOPOLITAN SHIPPING COMPANY, INC. 


General Agents 
42 Broadway New York 4, N. Y. 























Serving The Coffee, Tea & Spice Trade For Many Years ( Riverfront Warehouses 


Brookhattan Trucking Co., Inc.|} Bowne Morton’s Stores, Inc. 


57 FRONT ST. NEW YORK 4, N. Y. | 611 SMITH ST. BROOKLYN, N. Y. 
BOwling Green 9-0780 MAin 5-4680 
N. Y. Phone: BOwling Green 9-0780 


Import, Export and Bonded Trucking Free And Bonded Warehouses 

















COFFEE & TEA INDUSTRIES and The Flavor Fieitd 





instinct 


iP ccnsrnonanesshhatensinse stavunjensarunmacoeeunanenebadidiaeadaamseentar ea ee 











it Giri ats 








The Tea Council's best sum- 
mertime refresher —iced tea. 
Bigger TV spot campaign and 
powerful outdoor billboard 
program in 1|8 markets can 
mean more volume for pack- 
ers who get their own brands 
aggressively into iced tea 
push. 


Tea’s 1955 Midyear Meeting 


A tea meeting is being held this month—the Midyear 
Meeting of the Tea Association of the U.S.A. 

It's an important meeting. Most tea people agree on that. 

But it’s importance may go deeper than you think. 

The Midyear Meeting is the springboard for the iced tea 
campaign. This industry, fortunately, does not have a sum- 
mer slump. On the contrary, iced tea accounts for a big 
slice of annual tea volume. 

How the 1955 iced tea season turns out depends a lot 
on the Midyear Meeting. 

Here the plans for the campaign are laid out, early enough 
—if you're not already underway on them—to pick up over- 
all inspiration and theme, as welj as specific plans and mer- 
chandising aids. 

Iced tea, 1955, will be taking off from a rising sales curve. 
Last year retail tea sales went up an estimated 7.7 per cent. 
Total sales increased 9.4 per cent. Iced tea sales to restau- 
rants jumped 9 per cent. 

The 1954 increases were part of a general turning of the 
tide. 

In the last three years, retail tea sales increased 21.6 per 
cent, or 15,100,000 pounds. Iced tea sales to restaurants have 
gone up 269 per cent since 1948, when the two-ounce formula 
was adopted by the Tea Association and the National Restau- 
rant Association. 


APRIL, 1955 


This rising tide of tea sales, one of the industry's historical- 
ly great achievements, is also one of its largest current assets. 

Within the industry it means better morale, more aggres- 
siveness. Among the industry's customers it means readier 
acceptance, greater response to promotion suggestions. 

What the Midyear Meeting can mean in more iced tea sales 
for your brand depends on how fully you tie in with the 
program. 

It begins with your attendance, and those of your key 
sales and advertising people, at the Midyear Meeting itself. 
It takes place at the Hotel Biltmore, New York City, on April 
28th. 

You can figure noon as the time to get there. It will be a 
luncheon session, with 2:30 p.m. as the target for adjourn- 
ment. 

Edward J. Vinnicombe, Jr., president of the Tea Associa- 
tion, will report on the trip he made recently for McCormick 
& Co., Inc., to the producing countries. 

Details of the 1955 iced tea promotion program will be 
presented by an executive from the Leo Burnett Co., Inc., 
the Tea Council's advertising agency. 

Next te the annual convention, the Midyear Meeting is 
the trade’s biggest gathering—in size and in impact on the 
market. 
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5 important steps in our service to the 
Tea Trade 





Old Slip 


Warehouse, Inc. 











Tea Storage 








Blending 








Reconditioning 











Repacking 








Tea Packaging for the Trade 





ADDRESS ALL INQUIRIES TO MAIN OFFICE 


Old Slip Warehouse, Inc. 
37-41 Old Slip, New York 5, N.Y. 


ARTHUR M. KOSTER, PRES. 


WAREHOUSES AT 
37-39-41 OLD SLIP 


67-69-71-73 FRONT ST. 38-39 SOUTH ST. 
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iced tea in '55 


Tea’s 1955 Midyear Meeting 


By ROBERT B. SMALLWOOD 


Chairman 
Tea Council of the U.S.A., Inc. 


Midyear meeting and arrival of iced tea season mark fifth 
birthday of Tea Council campaign — and solid achievements 


It is probably true that many people single out one 
month of the year as their special favorite. Without 
any national poll results to go on, I strongly suspect that 
April would run high in such a popularity contest. And 
why not? 

To me April is a remarkable time, because it represents 
the beginning of so many good things. This is the month 
when spring really gets rolling through a large part of 
our country. After a long hard winter, many of us start 
turning our weekend thoughts to gardening, fishing, golf, 
tennis and even baseball. 

April marks the beginning of another activity closely 
associated with American life. This, of course, is the 
fine and popular custom of iced tea drinking. 

A national survey conducted last year showed that 84 
per cent of all U.S. households served iced tea in the 
summer of 1954. Every third person 12 years old and 
over drank it at least once during a typical day. 

The study proved more clearly than ever that iced 
tea, from noon on, is the day's most popular American 
mealtime beverage in summer. It is consumed in large 
quantities by both men and women, folks of all ages, 
those living in urban as well as rural areas, 

By happy coincidence, the Midyear Meeting of the 
Tea Association and the arrival of the iced tea season 
this year mark the fifth birthday of the Tea Council 
campaign. 

I am sure many of us remember the situation we faced 
in 1950. The U.S. tea market had shown virtually no 
sign of uptrend for a long time. It was pretty well 
agreed that at least five years of intensive work would 
be required before any real improvement could be ex- 
pected. 

Actually we did not have to wait the full five years. 
The tide began to turn in the middle of 1952, and the 
increased sales noted then have continued to show cumu- 
lative strength ever since. This has been true of both 
the food store and the restaurant markets for tea on a 
year round basis. The total gain from 1950 in pounds 
sold at grocery stores is 20 per cent. While restaurant 
and institution sales are more difficult to measure, a Tea 
Council survey on iced tea bags alone indicates 1954 
sales of well over double the 1950 level. 


APRIL, 1955 


This represents real progress, and I know we are all 
glad to have played a part in achieving these results. 
There is one matter of concern, however, which I think 
is worth mentioning at this time. Let us be sure that 
we do not become smug or complacent about the ac- 
complishments to date, or assume that the uptrend for tea 
will continue automatically in the future. The job of 
selling the American public more tea will require con- 
stant promotional pressures, conceived and executed as 
wisely as possible. What this calls for is a continuation 
of the fine teamwork that has been so well displayed in 
recent years. 

The Tea Council campaign is doing all it can with the 
funds at its disposal. But the most effective results can 
only come through full support of every man and woman 
in the industry. 

I personally am most optimistic about tea’s future in 
the U.S. market, and particularly the sales of iced tea in 
1955. 

Like our advertising agency folks used to do about this 
time of year, I've consulted the Farmer's Almanac and 
while I’m not counting on it, signs are good. According 
to that traditional ‘long-range weather prophet’, this 
summer will be “hot and dry’ nice blue sky”, and “good 
for haying”. 

If it’s good for haying, it ought to be just fine for iced 
tea. 


Midyear Meeting Chairman, Speaker 


Edward J. Vinnicombe, Jr. 
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Edward C. Parker 
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And you're ready to kes 
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for my part, I'd say 
well 


CLL 
iced Tea 


Hello. I'm making a survey 
asking peopie to name their 
favorite summer drink 


Ithasa 


a clean taste to if 
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how refréshed y You need the summertime re- 


resher—a glass of Iced Tea 


What a pickup 
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And there 
calories in Iced Tea so 
ALL drink as muchas we want 


are practically no 


we 
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new iced tea TV spots that will be reaching 34,000,000 Americans in |! markets starting June 4th. 


tea’s year ‘round strategy on TV 


By DONALD A. WELLS, Leo Burnett Co., Inc. 


Stepping up tea consumption in this country calls for 
concentrated, hard-hitting advertising. That's what ex- 
perience, coupled with plenty of research, indicates. And 
spot television is the one medium that meets these require- 
ments. 

You can concentrate spot TV in one market or as many 
markets as you choose, depending on your budget and the 
weight of advertising you want to put against each mar- 
ket. You can deliver a sales story with lots of fun but 
great conviction, and you can do this with frequency. 

In the early days of television, spot availabilities were 
not too difficult te purchase. Relatively few. advertisers 
were aware of the flexibility and power of this manner 
of using the new medium. 

However, as more and more advertisers became aware 
of the value of TV spot announcements, good rating spots 
grew increasingly difficult to buy. 

The Tea Council started its television spot announce- 
ment campaign during the hot tea season, or winter 
months, of 1952-1953. By the fall of 1953, when plans 
were being drawn up for the next year, it became ap- 
parent that good television spot availabilities—particularly 
one-minute spots in large markets—had virtually gone the 
way of the Dodo bird. 
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The ironical fact was that the very success of the Tea 
Council's spot advertising, and those of others using the 
same technique, were making it more and more difficult 
to repeat such campaigns, since this formula was now 
being copied by other advertisers. 

Television is an entirely different kind of advertising 
medium than print. There are only a limited number of 
time slots into which announcements can be put during 
a broadcast day, and when those are gone the station 
is sold out. You cannot create new hours in the day. In 
contrast, print media can always insert another page or 
two in their publications. 

Thus, seasonal advertisers like the Tea Council, who be- 
gan by scheduling seven weeks of iced tea spot advertising, 
dropping out for ten weeks, and then buying back in again 
for hot tea—quite often found, when they wanted to re- 
new schedules in any given market, that they were either 
unable to buy announcements or were forced to take an- 
nouncements at times, or following programs, where 
ratings were low. Because of this, overall advertising 
cost efficiency was seriously impaired. Consequently, 
from a strategic point of view, it became apparent that 
maintaining spot schedules on a year-round basis would 
be extremely helpful to the Tea Council in terms of im- 
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Tea’s 1955 Midyear Meeting 


The Tea Council is now reaching more people more often 
with its TV campaign, and with greater cost efficiency 


proving the quality of these spots. 

Just a word on the subject of the quality of television 
spot announcements. The best way to consider this is 
in terms of ratings—the higher the rating, the higher 
the quality. The rating measures the percentage of TV 
homes in a given area that are tuned to that station at a 
given time. Television time is sold on the basis of the 
time of the day at which the announcements are run. 
You may have two one-minute spots, each of which are 
costing, let us say, $100. But, if one spot has a rating 
of ten and the other spot has a rating of 20, then obviously 
the 20-rated spot is twice as efficient as the lower rated 
spot. 

In buying television spot campaigns, one tries to maxi- 
mize the ratings and the homes reached rather than the 
number of spots bought. 

Another reason for utilizing 52-week spot campaigns 
is that the discount structure of television station rates are 
set up to make it profitable for an advertiser to use at 
least ten or 12 spots a week for 52 weeks. It very often 
happens that operating on such a schedule will give the 
advertiser a discount of 50 per cent over the one-time 
rate. Thus, there are great cost advantages in carrying 
a 52-week schedule with the spots concentrated on one 
station in order to achieve maximum discounts. 

One final strategic value of year-round spot effort is 
worth mentioning. Television stations are like any other 
business. They like to give their biggest customers the 
best break possible. Usually, a station sets up priority lists 
of advertisers to be offered new post availabilities as they 
open up. Although the system is an entirely impartial 
one, the 52-week advertiser with strong schedules has a 
better than average opportunity to improve his schedule 


by exchanging a lower rated spot for a higher rated one 


when spots are released by other advertisers. 

To sum up, then, the Tea Council decided to schedule 
their TV spot campaign on a 52-week basis for these 
reasons: 

1. In an increasingly tight market for TV spot cam- 
paigns, a 52-week advertiser had the opportunity of buiid- 
ing up a strong time franchise; thus, have his spots in 
those time periods with the highest ratings. 

2. Discount structures of TV stations very often would 
yield important rate advantages to 52-week advertisers. 

3. Year-’round advertisers are in a better position to 
improve the quality of their spot schedules by taking ad- 
vantage of spot availabilities released by other spot ad- 
vertisers. This year-round plan was put into effect in the 
summer of 1954 in the top ten TV markets of the country. 
How did this plan work out? The following table shows 
TV spot advertising results for the Tea Council in 1953, 
as compared with 1954: 

Cost per M 
TV Home 
Im 
$1.25 
1.24 


TV Home 
Im 

250,598,700 

940,384,500 


Year No. of Weeks 
1953 27 
1954 41 
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Last year was a hybrid. For the first half of the year, 
we were on the old plan of seasonal effort; during the 
last half of the year, we began the 52-week schedule. 

As a result of our year-round campaign, the Tea 
Council received 80.6 per cent more home impacts in 1954 
than they did in 1953, while decreasing the cost per impact 
almost 20 per cent. Of course, part of the increase in 
home impacts was due to a longer period of activity. 

For 1955, we estimate that our schedules, which are 
improving in quality all the time will again increase our 
number of home impacts while cost per impact will go 
down. 

Therefore, this technique of 52-week planning is show- 
ing real advantages to the Tea Council in reaching more 
people more often with our TV campaign and is achieving 
this improvement in performance with even greater cost 
efficiency. 





Everything stops for tea 


In the September, 1954, tea convention issue of Coffee 
& Tea Industries, W. E. Postlethwaite, chairman of the 
Calcutta Tea Traders Association, wrote an inspirational 
article on the blessings of tea. 

It WAS inspirational. We have the proof. The article 
is the acknowledged basis for these doggerels, which ap- 
peared in Tea Trade and Industry, Calcutta. 


Why say, everything stops for tea? 
Nothing starts without, I tell’ ye. 
Drowsy paters at peep of day 
Rush to kitchen to make fire gay 
To put the kettle of water on, 
Lest the respectable wife 
Refuses from her bed to revive. 
Be it on train or ship or air 

Life stirs with the cups that cheer. 
Mid-morn, lunch, afternoon, 
Evenings, nights with or without moon; 
Brition wants a cup to finish 
Even the labors of “televise”. 
Will invite your girl to family? 
Call her to the afternoon tea. 

The best music of Sundays, 

Is made by spoons on tea trays, 
Modern wars are won 

When tea makes other armies run. 
Morale is worth no thought 
Which by tea is not wraught. 
And what's true for the U.K., 
With the US. must be O.K. 


Tea is so charming trade 
That when good blenders fade, 
They die wishing that tea, 
Be served to the funeral party. 
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keep it going! 


HENRY P. THOMSON, INC. 


TEA IMPORTERS . 


89 Broad Street 120 Wall Street 605 Third Street 
Boston, Mass. New York 5, N. Y. San Francisco, Calif. 


Member: Tea Association of the U. S. A. 
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“How | was sold 


on the 2-ounce formula’ 






Tea’s 1955 Midyear Meeting 


By REED SEELY, Manager 
Roger Smith Hotel 
New York City 





“I'll never forget the tea salesman with the simple question: 


Reed Seely is one of the fast-rising young executives in 
the hotel business. Only 34, manager of the Roger Smith 
Hotel in New York City, he has held managerial posts 
with the Roger Smith organization since 1947. 

A native of Waverly, N. Y., Mr. Seely graduated from 
Cornell University in 1941 and became associated with 
the Colonnade Cafeteria Corp., of New York City and 
Detroit. 

He joined the Roger Smith organization in 1946, as 
assistant to the managing director, and was promoted to 
manager of the Roger Smith Hotel in Stamford, Comn., 
the following year. In 1952, he moved up to his present 
assignment. 

During one brief but busy phase of his career, Mr. Seely 
ran two hotels a thousand miles apart. That happened in 
1951, when he was responsible for both the Stamford opera- 
tion and the Sedgefield Inn at Greensboro, N.C. 

Mr. Seely served with the Navy during World War Il, 
saw duty in both the Atlantic and Pacific Oceans, and was 
discharged as a lieutenant with five battle stars and two 
unit commendations. 

He is married and has one daughter. When not oceu- 
pied with hotel problems, he likes to paint, play the piano 
and build model ships. 


When a man works as hotel manager, he meets all kinds 
of salesmen and hears all kinds of sales talks. But the one 
I'll never forget was a tea salesman who braced me with a 
simple question four years ago. 

“Have you,” he asked, ‘tried drinking your own iced 
tea?” 

I was managing the Roger Smith Hotel in Stamford, 
Conn., then, and I don’t need to add that Roger Smith 
food service will stand up with the best in the business. 
So I wasn’t unduly impressed in the salesman’s favor. Still, 
if he was brash enough to issue a challenge like that, I 
could hardly afford to ignore it. And I realized that I 
hadn't been paying particular attention to iced tea. So I 
tried it—and I saw what he meant. 

It wasn’t bad tea, but on the other hand it wasn’t particu- 
larly good. Certainly it wasn’t the kind of drink my wife 
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‘dave you tried drinking your own iced tea?’” 


would serve to our guests at home. Moreover, before the 
week ended I had made a second unwelcome discovery. The 
tea I served was never the same drink two days or even 
two meals in a row. Each cook, it seemed, had his own 
idea as to how it ought to be prepared. 

After a one-two punch like that, I was a setup for the 
salesman’s next suggestion. He guaranteed that I could 
beth boost profits and increase customer satisfaction by 
adopting what he calls the “two-ounce formula.” We de- 
cided to try it on an experimental basis. 

The formula itself is simple enough. Using one-gallon 
urns, we followed a procedure as follows: 

(1) Pour one gallon of boiling water over two one- 
ounce tea bags. 

(2) Let steep for six to ten minutes—no longer—and 
then remove tea bags after pressing them against the side 
of the urn to squeeze out all liquid. 

(3) Serve in ice-filled glasses. 

This new formula represented a fairly important change. 
Customer reaction could be described as important, too. 
Our iced tea volume jumped almost immediately, and kept 
going up. By the end of the iced tea season, the gain was 
an amazing 89 per cent over the previous season. 

Since hotel reputation hinges on food service to a very 
considerable extent, the sales increase in itself was very good 
news. It was the best possible evidence that our customers 
approved of the change. 

The food and beverage controller produced good news 
of another sort. Iced tea has a food cost of only 11 per 
cent—next to water, it’s the cheapest thing we serve. And 
so increased tea volume meant an automatic increase in 
profit. The gains achieved through volume far outweighed 
the few cents it cost to put that extra ounce of tea in 
every gallon. 

Still another gain came as an unexpected bonus. The 
simple and standardized brewing method enabled us to 
cut handling time almost in half. 

The. next year, 1952, the Roger Smith Hotel in New 
York City adopted a slightly different version of the same 
two-ounce formula. This methud is built around tea con- 
centrate, and is designed to effect savings in time, labor, 

(Continued on page 56) 
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Executive group in the Eighties 


A Century of Service... 


January 1, 1955, will mark the 100th anniversary of 

our firm. Looking back through the years, we take pride in the 
knowledge that it has been a century of achievement 

and constant progress in meeting the requirements 


of our many customers and friends in the coffee industry. 





Our aim for the future, as during the past, is to provide you the 


LEONARD 6. SMITH 
First President, 1855 finest possible service and cooperation in coffee and tea packing. 


PRIVATE LABEL BLENDING, ROASTING, PACKING— 

TEA BAG PACKING—TO SPECIFICATIONS— 

VACUUM TINS, 1-LB. PAPER BAGS, RESTAURANT PACKS, 
2 AND 4 OZ. INSTANT. 





Complete service available—supplying green coffee, roasting to your 
specifications, blending to your standard, packing under your label. 
Samples of your coffee matched and prices quoted. 


EPPENS, SMITH CO., INC. 


Direct Importers of Coffee and Tea 





FRANK EPPENS 'HODSON 
Pre sident, 19055 








51-02 21st Street, Long Island City 1, N. Y. 
Telephone EXeter 2-0600 


Ted Seidel, Manager, Baltimore: 300 Stewart Bldg. E. Lee Foster, Manager, Boston: 156 State St. 


Herbert Powers, Manager, Philadelphia: 53 S. Front St. Paul Sachs, Manager, New York: 100 Front St. 
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point-of-sales aids 
to boost 
- your iced tea volume 





By DONALD L. PETERSON, Chairman 
Merchandising Committee 
Tea Association of the U.S.A. 


Each year at this time the tea industry is faced with a 
major challenge. It’s the challenge of the comparatively 
short, seasonal iced tea campaign which must move swiftly 
if it is to move at all. 

This summer the tea industry's advertising campaign 
will produce over half-a-billion exposures to iced tea sales 
messages. ; 

In support of this advertising effort, special merchandising 
campaigns have been developed by the Tea Association’s 
Merchandising Committee, working with the Council's staff 
and advertising agency. 

It is no exaggeration to say that literally months of work 
go into the planning and development of each tea industry 


» BEST Summertime 


H 


netresnel 





This poster, in two sizes, can be used during Iced Tea Time and 
beyond, since it isn't dated. It can be had in 24 by 18 inches size, 
and 14 by I! inches, with 2 inch flaps. This poster is available to 
Tea Council promotion fund contributors. 
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Tea’s 1955 
Midyear 
Meeting 


Mounted iced-tea-glass 
stand, 32 inches high, 
with 28 inch single wing 
easel on back, is avaii- 
able to all packers and 
their grocer and restau- 
rant customers at actu- 

al printers’ cost of 18 
cents each. 


merchandising campaign. Everybody concerned is well 
aware that the general waste in merchandising materials 
runs around 30 per cent, and that it can be much more, or 
less, depending upon the original concepts, the size, the 
design and all its other features. 

Thanks to the joint planning and the careful analysis that 
is the prelude to design and production of tea industry 
materials, it is our hope and belief that wastage is kept to 
a minimum and that tea’s merchandising materials score 
on two points. First, that they are highly acceptable to re- 
tailers, restaurateurs and tea salesmen, which means that 
they will get put up. Secondly, that they are effective with 
the consumer, which means that they help to make sales. 

Here, briefly, are the details of the 1955 iced tea merchan- 
dising campaigns. 

In the grocery field, over 600,000 pieces of point-of-sale 
material being produced. There are two posters designed 
to launch the iced tea season. There are two different posters 
plus a pennant for use during National Iced Tea Time, the 
peak promotion period scheduled July 8th-22nd. This 
Iced Tea Time material is not “dated,” however, and can 
be used for the balance of the season. 

The material mentioned above is distributed to the sales- 
men of tea packers who support the industry campaign. 
It is made available to them in brand-imprinted form if 
they so desire. In addition, grocery stores may receive the 
material at no charge in a slightly different form, which is 
for all practical purposes non-imprintable. This non-im- 
printable material is made available to grocers by packer 
salesmen, who carry order blanks and sign them up. It is 
offered to chain headquarters via a direct mail campaign. 
And this summer, along with the iced tea television com- 
mericals, the material will be the main display attraction in 

(Continued on page 55) 
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STARTING JUNE 4, Baltimore New York 


34 MILLION AMERICANS WILL 7 a 

BE WATCHING ICED TEA TV . — uae 
eveland Providence 

COMMERCIALS IN THESE caaiine VWindhincndin ©. C. 


11 MARKETS.... Los Angeles 


Here are a few frames from one of the new Iced Tea spots 
that will be beamed into 68°/o of all TV homes in the U. S. 
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You need the summertime re 
fresher—a glass of Iced Tea! 


—how refreshed you'll feel 
What a pickup! 


If your tongue hangs out Have a tall Iced Tea— 


‘ And you're ready to keel . 
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Hello. I'm making a survey, Well for my part, I'd say And there are practically no Doesn't leave you thirsty i 
asking people to name their Iced Tea. Ithas a well calories in Iced Tea so we Refresh with Iced Tea j 
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ALL drink as muchas we want 


favorite summer drink a clean taste to it 
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STARTING JUNE 15,* Atlanta Greensboro New Orleans 
1 Birmingham Houston Norfolk-Portsmouth 
6 / 2 MILLION AMERICANS WILL Buffalo Indianapolis Richmond 
SEE ICED TEA OUTDOOR Charlotte Louisville San Antonio 
ADVERTISING 21 TIMES PER Cincinnati Memphis San Diego 
Dallas Miami St. Louis 


MONTH IN THESE 18 MARKETS 


*Starting date may vary a few days one way or another in some markets. 
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You know how Iced Tea sales go up in the 
summer. 

But wait ’til you see what happens this 
summer when you tie up with our big 1955 
Iced Tea campaign. 

TV will have more wallop this year— 
with many new commercials and many new 
time slots reaching bigger-than-ever audi- 
ences. 

You'll also be getting a powerful outdoor 
campaign in 18 hot markets. 

So plan your own promotion now. This 
can be the most profitable Iced Tea season 


you ever had. 


of the U. S. A., 


500 Fifth Avenue 
New York 36, N. Y. 























PART OF THE TEAM... 


We are proud to be "part of the team''— 
conscious of the need for more cooperation, 

work, vision—to create continuously 

greater acceptance of tea. Count us out only when 


it comes to complacency. 


| 
| 
| 
| 
| 
| 
| 
| 
| 


ALDINE PAPER COMPANY, Unc. 525 rim ave, new york 17, wy. | 


TEA BAG PAPERS 











Ags you interested... 


in shipping your teas, coffee and spices in vessels manned by 

> officers and crews specially trained to deal with the problems of 
the trade in which they are engaged and who take special pride 
in stowing, ventilating ond caring for these commodities in a 
manner which gives best ossurance of sound delivery 


in having your cargoes carried from ports of shipment to destina- 
tion with the least delay 


» in having your consignments given proper sorting on discharge 
as well as proper protection while awaiting delivery 


> in obtaining very prompt settlement of meritorious claims 


Zf SO we offer for your consideration the fast modern motor vessels 
comprising the fleets of — 


BARBER-WILHELMSEN LINE BARBER-FERN-VILLE LINES BARBER-WEST AFRICAN LINE 
(Philippines, Hongkong (Philippines, Siam, (All principa! ports on 
Indonesia, Union of the West Coast of Africa) 


Malaya, Colony of 
Singapore and Colombo) 


and Japan) 


For further particulars, schedules, etc. apply to 


Barber Steamshife Lines, Ine. 


17 Battery Place, New York 4, N. Y. Tel. WH 4-1300 
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This Tea-V kit (left) is the basis for an iced tea television program 
which will be seen this summer by millions of housewives. Iced tea 


picnic is theme of another of the Tea-V kits (right) designed for 
the current iced tea campaign on an industry level. 





publicity-in-depth for tea 








By GEORGE GROH 


Iced tea will play a star role this summer on television 
shows reaching an audience of 20,000,000 to 30,000,000 
housewives. 

These shows will present the iced tea story as inform- 
ation and entertainment, with a sales message threaded 
in. Program material will be prepared by the Tea Coun- 
cil, and TV stations will provide the air time free. It 
adds up to enormous publicity at very small cost. 

This organized use of TV for publicity-in-depth is a 
technique in which the Tea Council has pioneered. The 
effort is geared to iced tea just now, but that is only one 
part of a much larger TV publicity effort which continues 
the year around. 

The operation has been in full swing now for two 
years. According to Fred Rosen, Tea Council public 
relations counsel, it is taking on more and more im- 
portance in the Tea Council’s overall publicity program, 
which also includes large scale activities to newspapers, 
magazines, radio and movies. 

TV publicity will be keyed this summer to four basic 
themes. They are: (1) The ease of preparing and serving 
iced tea by the pitcherful, with a tie-in to mealtime use in 
the home; (2) iced tea as a low-calorie beverage; (3) the 
2-ounce formula for community functions; and (4) iced 
tea punch recipes and iced tea picnic suggestions. 

Three basic techniques—Tea-V kits, television films, 
and the Tea-V Task Force—will be used to present 
campaign themes on television. Material will be aimed 
at the women’s “homemaking” shows of local TV stations. 
These shows are ideal from the audience standpoint, of 
course, and lend themselves to graphic demonstrations of 
the preparation and service of products like tea. 

Tea-V kits will include both demonstration materials 
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and scripts for commentators. One kit, for instance, will 
contain a glass pitcher, the makings for iced tea, and 
ingredients for a low-calorie summer dessert. The script 
will suggest that a pitcher of iced tea provides the ideal 
starting point for light summer meals. Another kit, 
designed to promote the iced tea picnic theme, will in- 
clude a thermos jug, iced tea ingredients, low calorie 
picnic foods, and tips on preparing both food and tea. 

Judging from past performance, shows based on the 
kits will reach an audience of 7,000,000 housewives a 
month. What's more important, the TV audience will 
receive the information from commentators who are 
trusted local authorities on homemaking problems. Such 
commentators build up strong personal followings, and 
exert enormous influence on the viewing audience. 

The second feature of the current TV publicity campaign 
is a film scheduled for May release. It will feature an iced 
tea solution to the housewife’s summertime problem of 
how to keep her family cool while providing them with 
liquids necessary for good health. The film gives brewing 
instructions, recommends iced tea recipes approved by the 
Brewing Committee last year, and plays up the fact that 
tea is a low-cost, low-calorie beverage. The whole thing 
is wrapped up briskly in a seven-minute presentation. 

Judging from past experience again, the film will be 
shown by at least 125 stations, and will reach an audience 
of 10,000,000 to 15,000,000 homemakers. 

Tea-V Task Force publicity, the third phase of the cam- 
paign, is built around TV interviews with tea industry 
leaders. The Tea Council prepares scripts and demon- 
stration materials for such programs, and alerts local 
stations to interview possibilities as occasions arise. Tea 
industry leaders appeared on 35 TV programs under this 
atrangement last year, and 10 to 15 similar appearances are 
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HALL & LOUDON 


ESTABLISHED 1898 


TEA BROKERS 


We offer a comprehensive Tea Brokerage 
service based on experience of many years. 
91 WALL ST. NEW YORK CITY 5 

















FREDK. EDWARDS & SONS 


120 WALL STREET, NEW YORK 


MEMBER: TEA ASSOCIATION OF THE U.S.A. 


TEAS 


AGENTS FOR 
GEO. WILLIAMSON & CO. MANUEL SARAIVA JUNQUEIRO 


MOZAMBIQUE, PORTUGUESE E. AFRICA 
LONDON, ENGLAND WHITALL & CO. 


ie LIAZI AGRICOLA LTD 
LOMBO, N : 
NAIROBI, KENYA nee aE MILANGE, PORTUGUESE E. AFRICA 


WILLIAMSON, MAGOR & CO. W. P. PHIPPS & CO. CHUN HO COMPANY, LTD. 
CALCUTTA, INDIA BATAVIA, JAVA SHANGHAI, TAIPEH 
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JAVA PACIFIC & HOEGH LINES 








FAST — REGULAR — MONTHLY SAILINGS 
from COLOMBO and CALCUTTA 
to: U.S. PACIFIC COAST PORTS and VANCOUVER 


NEW YORK VANCOUVER SAN FRANCISCO 


JAVA PACIFIC LINE, INC. DINGWALL COTTS & CO., LTD. TRANSPACIFIC TRANSPORTATION CO. 
25 BROADWAY 802 WEST HASTINGS ST. 351 CALIFORNIA ST. 














Brisk Lipton Tea has a lively, bracing flavor-s-full-bodied 
and refreshing—no wonder more people drink it than any 
other brand. Year after year, constant, dependable quality 
has made Lipton America’s favorite tea. 
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Lea Kates, of Tea Council's publicity staff, plans menu suggestions 
for 1955 iced tea campaign in the Council's new test kitchen. 


anticipated for this spring and summer. This technique is 
particularly useful in publicizing events of industry news 
interest, like the opening of National Iced Tea Time. 

Another type of TV publicity effort will begin this fall 
when the Tea Council will join television stations in 
sponsoring a tea hostess contest. The stations selected cover 
26 major tea markets. The contest will be held in October, 
with prizes to be awarded during 1956 Take Tea and See 
Week, in order to achieve a double exposure publicity 
effect. 

The techniques of Tea-V kit, film and interview are 
used also, of course, in the hot tea campaigns. The next 
hot tea campaign will be built around four or five major 
themes including ‘Tea With Meais,” in which the ‘Golden 
Rules” of brewing will be stressed; and ‘Tea for Twenty,” 
featuring the tea concentrate formula for quantity home use. 

In preparing and distributing such material, the Tea 
Council publicity staff has developed close and friendly 
working relations with TV program directors and com- 
mentators. In that connection, the Tea Council plays host 
to about 1,000 TV people at various regional and national 
conventions each year. 

The Tea Council stresses TV publicity because experience 
has proved it to be a powerful medium for reaching the 
housewife quickly and emphatically. Newspaper, magazine 
and radio publicity, however, also receive careful attention. 

Magazine publicity involves special features in which 
the Tea Council staff works closely with individual editors. 
For one result of such effort, see the cover picture on tea 
in the coming May issue of “Living for Young Home- 
makers,” and the editorial piece on tea in the June issue of 
the same magazine. Tea Council stories appear continually 
in such magazines as Good Housekeeping, McCall's, Ladies 
Home Journal, Family Circle, Women’s Day and House and 
Gardens. 

These and other efforts call for a great deal of menu re- 
search. That work has been stepped up recently with in- 
stallation of a new test kitchen at Tea Council headquarters. 

Lea Kates, of the Tea Council publicity staff, reports that 
her latest propect is a survey of 200 leading cookbooks. The 
tea chapters have been found to be skimpy or missing en- 
tirely in many of these books, and the Tea Council offers 
to provide the missing information when the next editions 
are published. This is a long range project, of course, but 
the ultimate effect should be a beneficial influence on tea 
habits in the home. 
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Tea’s 1955 Midyear Meeting 


point-of-sale aids 
(Continued from page 49) 





the tea industry booth at the Super Market Institute Con- 
vention, May 1st-4th, in Cleveland. 

A special feature of this year’s National Iced Tea Time 
promotion is a tea tie-in with Sunkist lemons. Two of the 
tea industry posters feature a glass of iced tea sitting in a 
pile of lemons. The entire Sunkist merchandising staff will 
be on the road this summer signing supermarkets up for a 
special push on tea and lemons during July 8th-22nd. It is 
estimated that Sunkist will get 60,000 of these posters up in 
the produce departments of the larger grocery stores during 
this period. 

In the restaurant field, the big push this year will again 
be on the two-ounce formula, which calls for making a 
full-flavored good tasting drink by using two ounces of tea 
to each gallon of water. There will also be a full line of 
merchandising materials to support the fact that after a 
restaurateur is making and serving a good product, he should 
let his customers know about it to get the increased sales 
that are sure to follow. 

The two-ounce formula is a familiar story to most of us. 
But the fact remains that only 34 per cent of the nation’s 
restaurants have adopted it since the Tea Association and the 
National Restaurant Association endorsed it in 1948. 

The authenticated case histories of what happens to a 
restaurateur’s iced tea sales when he uses two ounces of 
tea to each gallon of water tell such a clear and dramatic 
story that one can only conclude 99 per cent of the 
restaurateurs are not in the fold for one or two reasons: 
either the story has not been told to them, or it has not yet 
been told to them convincingly enough to get them to 
try it out. The most important merchandising job that the 
tea industry can do this summer, the Restaurant Committee 
believes, is for every tea packer, importer and broker to 
equip their salesmen with the tea industry's case history 
brochure, which tells the full “two-ounce formula story. 
Using the brochure, these salesmen can bring the facts about 
the two-ounce formula to the attention of the nation’s 
restaurateurs this summer in a convincing manner. 

The point-of-sale pieces which will also be available to 
every restaurateur, tea packer, importer, broker and all their 
salesmen this iced tea season consist of a two-color back bar 
strip; a four-color die-cut glass of iced tea nine inches high 
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and six inches wide; four-color menu tip-ons in sheets of 
six; and a spectacular four-color iced tea glass that stands 
32 inches high. The 32-inch glass will be available to 
restaurants as a mounted, easelled, varnished display at the 
actual printer's cost of 18¢ each. It will also be available 
in paper form at no charge. 

A special promotion effort will be put behind the sale 
and distribution of this 32-inch iced tea glass in an effort 
to get this dramatic sales-maker out and up in restaurants 
across the land. 

The two-ounce formula story and all the restaurant dis- 
play material will be a basic part of the tea industry exhibit 
at the National Restaurant Association Convention in Chi- 
cago, May 9th-13th. 

That's the highlight story of this year’s iced tea merchan- 
dising campaign. It is now the responsibility of all of us 
in the tea industry to get behind the campaign to use the 
material, to see that the material gets up so that it can 
accomplish its purpose of selling more tea than ever before. 


"How I was sold on the 2-ounce formula" 
(Continued from page 47) 





storage space and ice while providing the same full flavored 
drink. Here's how it’s done: 

(1) Pour three pints of boiling water over four one- 
ounce tea bags in a stainless steel urn. The urn should be 
deep enough to allow water to cover all bags. 


(2) Let steep six to ten minutes, stir, and remove bags 
as before. 

(3) Add the resultant concentrate fluid to. seven quarts 
of cold water and you have eight quarts of iced tea ready 
to serve. 

(4) Keep reserve concentrates in steam table at 130 
to 150 degrees until dilution time. This prevents clouding. 

Results at New York were even better than those at 
Stamford. Handling time was cut even further, and the 
sales gain for the season was more than 100 per cent over 
the previous year. 

“Not in my kitchens” 


Since then, the two ounce per gallon method has been 
standardized at all eight of the Roger Smith Hotels. And 
the results have been extremely good in every case. 

I have since learned that our experience was not unique. 
In fact, it only confirms a survey made some years ago by 
Elmo Roper. He found that people drink tea in public 
places only half as often as they do at home. And that, in 
turn, is true because most public places don’t take the 
trouble to make tea as it should be made. 

The survey, I might add, wouldn't have impressed me too 
much if I had heard about it four years ago. I'd have 
assumed probably that it was being done wrong in other 
kitchens, but not in mine. That’s why I'll always remember 
that salesman’s challenge. 

He really put it up to me when he asked me to try my 
own tea. 
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U. S. tea imports reached 
all time high in 1954 
of 115,000,000 pounds 


In 1954, United States imports of tea increased 6.5 per 
cent in quantity and 31.6 per cent in value over 1953, ac- 
cording to the Census Bureau, U.S. Department of Com- 
merce. 

United States imports of tea reached an all-time high of 
115,000,000 pounds valued at $63,000,000 in 1954, com- 
pared with 108,000,000 pounds valued at $48,000,000 in 
1953, and an annual prewar average (1935-39) of 88,000,- 
000 pounds valued at $19,000,000. 

The average import value per pound also reached an all- 
time high of 54.4 cents in 1954 compared to 44.0 cents in 
1953 and 21.6 cents in the pre-war years. 

Although an all-time high in value according to USDA 
records, the 54.4 cents still comes as a surprise to some 
members of the trade, who had estimated a considerably 
higher average value of imports. 

Each tea producing area of the world shared in the in- 
creased United States imports, the Census Bureau said. Im- 
ports from Asia rose three per cent over the previous year, 
with Ceylon and India each supplying 40,000,000 pounds, 
Indonesia 16,000,000 and Taiwan and Japan 5,000,000 each. 

U. S. tea imports from Africa, principally from British 
East Africa and Mozambique, increased 40 per cent in 
1954 over the previous year, but despite this comeback, 
Africa has not yet achieved the peak of 8,000,000 pounds 
reached in 1951. 


Tea Club dinner hears Vinnicombe 
predict vast growth in African tea 


“Within ten years, Africa will be producing millions more 
pounds of tea annually.” This was predicted by Ed Vinni- 
combe at the St. Patrick’s Day Tea Club dinner in the 
Antler’s Restaurant, New York City. 

Mr. Vinnicombe, of McCormick & Co., Inc., and president 
of the Tea Association of the U. S. A., had just returned from 
a tour of India, Ceylon and Africa. He told the gathering 
that Africa was the next new source of large tea production. 

The 101 members and guests at the dinner were also 
treated to a film, ‘‘Fraud Fighters.” This depicted the steps 
taken by the U.S. government to insure the purity and 
high standards of advertised products. 

Door prizes were won by 27 of the guests. The tea men 
were decked out in Kelly green hats and carnations, as part 
of the St. Patrick’s Day festivities. 

Presiding was Albert Guarino, Tea Club president. 


New England Tea Trade Club names officers 


John F. Halloran was named chairman of the Tea Trade 
Club of New England at its recent meeting. 
John W. Colpitts was elected secretary, and Robert A. 


Lewis treasurer. 


Calcutta tea man in New York 

J. R. Winter, of Balmer, Lawrie & Co., Ltd., Calcutta, 
flew* to New York from London recently, for a visit to 
the trade here. 

While in New York, he made his headquarters at the 
offices of their agents, George C. Cholwell & Co., Inc. 
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India sets sliding scale 
for export duty on tea, 
pegged on price levels 


Details have become available on India’s new sliding scale 
set-up for export duties on tea. 

The export duty is pegged on “the price of tea,” which 
means the price which the central government fixes from 
time to time, as announced in the Official Gazette. 

Here's the sliding scale: 

1. When the price of tea does not exceed Rs. 2-8-0 
per pound, the rate of duty is four annas. 

2. When the price exceeds Rs. 2-8-0 but does not exceed 
Rs. 3-4-0, the duty is six annas. 

3. When the price exceeds Rs. 3-4-0 but does not ex- 
ceed Rs. 4-0-0, the duty is eight annas. 

4. When the price exceeds Rs. 4-0-0 but does not ex- 
ceed Rs. 4-12-0, the duty is ten annas. 

5. When the price exceeds Rs. 4-12-0, the duty is 12 
annas. 

As of March Ist, the price was fixed at Rs. 4-3-0, so the 
duty of ten annas per pound continues unchanged. 


Hueblein buys Ming Tea line 


of Stephen Leeman Products 


Sale of the Ming Tea line of the Stephen Leeman Products 
Corp. to G. F. Heublein & Bro., Inc., was announced re- 
cently in a statement issued by the two firms. 

W. E. Dolan, vice president of the Heublein Food Im- 


porting Co., New York City, a division of the parent 
organization and national sales agents for the newly ac- 
quired Ming line, said there will be no changes made in 
either brokerage set-up of the Ming products or its method 
of being offered to retailers. 

“It will be only a change in address as far as most people 
are concerned,’ Mr. Dolan said. 

The new Heublein-owned company will be known as the 
Ming Tea Co. and the complete line of quality teas will 
continue unchanged. 

The Stephen Leeman Corp. will continue, meanwhile, to 
operate with its line of Forst meat products, Scribbans-Kemp 
biscuits and other items. 

The Ming Tea line, a leader in the fine food field for 
over 25 years, has had the remarkable record of showing a 
greater sales figure each year than the one before. Stephen 
Leeman has long been recognized as a leader in quality 
packaging, and will serve in an advisory capacity to the new 
Ming Tea Co. for some time. 

The Heublein firm, founded almost 100 years ago in 
Hartford, Conn., handles sales for a large number of food 
products, as well as Smirnoff Vodka, Club Cocktails, Bell 
Scotch and Bass Ale and Stout. 

Fine food items, handled by the importing division, in- 
clude Huntley & Palmers biscuits, Anderson Soups, Torex, 
Edouard Artzner Foie Gras, Heublein Luxury Soups, Robert- 
son Preserves and Grey Poupon Dijon Mustard. 

Mr. Dolan stressed that no changes were contemplated in 
the appointment of brokers now handling the Ming line. 
He said his company plans to notify immediately all persons 
connected with the sale of the teas that business relations 
should remain unchanged under the new ownership. 








| COMPETITIVE PRICE 


One ounce iced tea bag at a price 
that's hard to beat and gives you extra 
profit! 


\ 


QUALITY CONTROL 


Each and every shipment guaranteed 
non-clouding Ceylon, Java and India 
teas ... a truly superior blend. 


AN EASTERN 
EXTRA 


Ask about the new 
T-Canter Speed 
Service Tea Dis- 
penser .. . De- 
signed to Make 
Better Iced Tea & 
Sell More Iced Tea 
For Your Restau- 
rant Customers. 
Exclusive with 
EASTERN factory 
prices! 


WRITE ¢ 


li 


DEPT. IT 





ONLY EASTERN OFFERS YOU ALL 
THESE ICED TEA EXCLUSIVES! 


STATEN ISLAND 10, N. Y. 


| PREPAID SHIPPING 


The price of the tea is your final price. 
We pay all freight charges. 


DELUXE PACKING 


Freshness assured by 2 printed inner- 
lines. Packed in attractive YOUR 
BRAND cartons complete with brewing 
instructions. 

Double shippers (20 to master shipping 
carton) for double protection. 


WIRE ¢ PHONE COLLECT 


Gibraltar 2-1110 








COFFEE & TEA 


INDUSTRIES and The Flavor Field 





advertising— 


Packaging 


a new role for your 


Sure to strike sparks is this bold statement on the package 
as an advertising medium, another thought-provoking con- 
tribution from Mr. Foley's “Self Service Merchandiser.” 


Once upon a time—and not such a very long time ago, 
either—the package was thought of and purchased as a 
container. And, in essence, that’s exactly what it was. Its 
use was strictly functional. Any sort of decoration at all was 
simply an added flourish put on by somebody with an 
artistic bent. 

Probably the earliest form of retail packaging was the 
cornucopia. It was a single sheet of paper—more often 
than not, just a newspaper—which the merchant rolled into 
acone. Then he folded up the bottom. And then he filled 
this receptacle with loose sugar or salt or dried beans, or 
just about anything except applejack. 

Well, packaging has taken some tremendous strides since 
that long-ago day. But we don’t want to tell you something 
you already know. What we want to tell you is something 
you may not know about packaging in general and your 
package in particular. And it’s not something that’s 
happened in the past but something that is taking place at 
this very moment. 

With the introduction of self-service selling, a greater 
burden of responsibility has been placed upon the shelf 
package. It had long ago ceased being just a twisted cone 
of paper, and now is was no longer just a container for the 
product. Instead it became an important sales tool—a vital 
merchandising force—a potent and effective advertising 
medium. What was the impetus that prodded packaging out 
of the cracker-barrel and hogshead stage and raised it to its 
present high level of importance? 

Modern Packaging magazine attributes the phenomenal 
growth of three significant factors: (1) The development of 
high speed, low-cost, mechanized packaging equipment; (2) 
consumer demand for branded merchandise that gave the 
assurance of cleanliness, convenience and quality; and (3) 
the increasing awareness by manufacturers of the three-fold 
value of packaging in cutting the costs of distribution, in 
establishing brand identity, and in stimulating clerkless 
“visual” selling at the final point of sale. 

We'd like to add a fourth important factor—competitive 
selling. Because it is this fourth factor which has saddled 
the package with additional responsibility and which now 
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By JERRY FOLEY 
Sales Promotion Manager 
Rossotti Lithograph Corp. 


demands a new approach to the concept of the package as 
@ necessary adjunct to the product. Of course, the nature 
of competition today is different from the competition which 
existed 25 years ago—ten years ago—yesterday! 

It’s no longer a question of the better mousetrap and the 
beaten path to the door. Today everyone has a “better” 
product. That’s the point from where you start—or you 
don’t start at all. The point of difference, the crossroads 
where one product takes the path to increased sales and an- 
other product goes downhill toward decreased volume— 
sometimes oblivion—lies within the realm of the adver- 
tising program. 

Competition has shifted from superiority of product to 
the superiority of the advertising and merchandising cam- 
paign. 

Now what has all this to do with the package? It has 
much to do with it. The package is one of the most effective 
forms of advertising in use today. It’s the logical link 
between all other media used by the advertiser and the 
person he wants to reach—the consumer. It’s the fival link, 
the last chance for the manufacturer to say what he has to 
say to the prospective buyer. It has become an integral and 
vital part of the merchandising and sales plan. And that’s 
where the new approach to the concept of packaging comes 
in. 

In the prevalent commercial sense, a “package” is a con- 
tainer which is used to ship, protect, display and sell a 
product. It may be a box, bag, bottle, can, tube, envelope 
or wrapper. And it may be made of paper, wood, glass, 
metal, foil, fabric or plastic. Therefore it is the common 
existing practice to think of the package in terms of material 
—to buy it as material—and to charge it as material. Ac- 
cordingly, this charge is then added to the selling price 
of the product. But, as such, it is one of the major causes 
of restriction in the further development of the package. 
And, as such, it leads inevitably to a comparative standstill 
in the correct development and use of your extremely valu- 
able package. 

Now consider what an entirely different concept of your 
package you would have if its cost were charged to adver- 
tising or sales promotion—which, as you know, is budgeted 
out of present or anticipated profits. Obviously, if your 
packaging costs were charged to advertising, and your pack- 
age came to be regarded as the most logical form of all 
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your promotional efforts, your approach to it would take on 
@ new perspective. 

Every sales executive would immediately seek new ways 
to exploit its infinite sales possibilities. Every advertising 
expert would wrack his brain to further develop the endless 
potentialities of this great and powerful medium. 

To clearly understand and evaluate the importance of the 
package as an advertising medium you have only to con- 
sider a few salient facts. Take the top four magazines 
which specialize in food advertising. Striking an average, 
they have a circulation of 4,000,000 copies each. Readership 
surveys, however, show that only seven per cent of magazine 
readers see, read or notice any particular advertisement. 
This brings the actual readership down to 280,000 persons. 
But—tesearch has also shown that only one out of every 
four readers does the family shopping—which leaves just 
One quarter, or 70,000 out of 4,000,000 claimed readers 
who go into the stores, see your product and decide to buy 
or not to buy. 

And where does that leave the advertiser in relation to 
the 100,000,000 customers who are buying in self-service 
stores every week? What is he doing to reach that vast 
audience? Point-of-purchase displays? The opinion of 
many leading authorities is that point-of-sale material is 
costly and unsure. A great deal of it never gets out of 
the trunk of a salesman’s car. Much of it is carelessly 
placed and quickly taken down. Most of it never gets into 
the retail outlet at all because flcor space is far too valuable 
today and must be used for products and customers. 

All of which leaves the package as the one swre method 
of reaching 100 per cent of the audience you want most to 
reach—the buying public. 

But is your present package designed to do an effective 
advertising and selling job for you? If you had to pay for 
the space on your package would you use it in exactly the 
same way you are now using it? 

Considered as an advertisement, does your package get 
attention—create interest—arouse desire—stimulate action? 

By making this kind of “‘shelf-analysis” your primary con- 
sideration and allocating part of the packaging cost to 
where it rightfully belongs—to advertising, sales promotion 
or sales research—you will be giving your package the 
credit it deserves. You will recognize it for what it really 
is: a most effective and valuable advertising medium. 


First Lipton shipment at new 


Suffolk plant expected in June 


Thomas J. Lipton, Inc., has announced that the first ship- 
ment of India tea for its new Suffolk, Va., plant will arrive 
at the Port of Norfolk early in June. 

Lipton is building its fifth processing and packaging plant 
some 20 miles from Norfolk terminals handling the entire 
movement, 

The new Suffolk, Va., plant is Lipton’s first one-story 
operation, with a new-type conveyor system. Construction 
of the plant is now expected to be completed in May, with 
operation to begin shortly thereafter. 

Lipton has named as plant manager John N. Byrne, who 
comes to Suffolk from the company’s Streator, Ill. plant. 
A mechanical engineer, Mr. Byrne was assistant plant man- 
ager at Streator and has been with the company seven years 
starting at the main Hoboken plant. 

The plant is designed to serve Lipton’s southeastern area. 
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“Thank God for Tea” is title 


of trade exhibit at museum 


The opening of the China trade to the young American 
republic in 1784 is the theme of an exhibition at the 
Brooklyn Museum, N. Y. 

The museum calls its show “Thank God for Tea!” with 
the subtitle, ‘Trade Between Canton and New York, 1785- 
1860.” 

George J. Lee, museum curator of Oriental art, assembled 
the show, which will run through April 15th. 

The fervent exclamation, “Thank God for tea!’ was 
made 150 years ago by Sidney Smith, British clergyman 
and writer. 

Tea was a precious cargo and a potent stimulant for the 
building of fast American clipper ships. 

In 1784 the sailing vessel Empress of China left New 
York for Canton, China, initiating the China trade here. 
From that time, scarcely three months after the British 
evacuated the city, New York took the lead in this foreign 
trade. 

Speed was of the essence. Tea lost its flavor when long 
imprisoned in holds, and eager buyers at home competed 
for fresh, new crops. 

A typical voyage of one of New York’s streamlined multi- 
sailed clippers is followed in the museum show through the 
course of the Lion, which left port in December, 1815, and 
returned in April, 1817, with tea and “sundries.” 


It’s Wentworth-by-the-Sea 


for 1956 tea convention 


The Tea Association of the U.S. A. goes to a new site 
for its 1956 convention. 

The board of directors has picked Wentworth-by-the-Sea, 
in Portsmouth, N. H. 

Wentworth-by-the-Sea is a hotel in the old New England 
manner, recently refurbished and modernized. 

The convention dates, if you have a 1956 calendar handy, 
are September 23rd-26th, 1956. 

This year, 1955, the convention is at The Greenbrier, 
White Sulphur Springs, W. Va., September 18th-21st. 

Plans are already well advanced under the chairmanship of 
P. C. Irwin, Jr. Thomas O'Rourke is expected to come 
through again with an outstanding program of social events. 


Sir Winston to Sir John 


Sir John Kotelawala, Prime Minister of Ceylon, touched 
off a storm in the United Kingdom recently with remarks 
on tea prices and marketing. 

Sir Winston Churchill, Prime Minister of the United 
Kingdom, replied: 

“As the Minister who abolished the import duty on tea, 
I should certainly be very glad to see the Prime Minister of 
Ceylon abolish the export duty on tea.” 


Tom Dannemiller on Junior Board 


Paul Irwin, of Martin Gillet & Co., Inc., has resigned 
from the Junior Board of Directors of the Tea Association 
of the U.S. A. 

He has been replaced by Thomas Dannemiller, of the 
Dannemiller Coffee Co. 


INDUSTRIES Flavos Field 


and The 








THE FLAVOR FIELD 
Section of Coffee and Tea Industries, formerly The Spice Mill 





ASTA’s golden year 


By GERRIT LEONARD, President 


American Spice Trade Association 


The American Spice Trade Association will enter its 50th 
year this spring, following cur annual convention May 1st- 
Sth, at Skytop Lodge, Pennsylvania. 

The 56 original organizers of our association could hardly 
have imagined the strides which their organization would 
make in its first half century. 

In a sense, our progress has 
closely parallelled that of 
America as a whole. 

Membership of the Ameri- 

can Spice Trade Association 
stands today nearly fivefold 
that of its founding group. 
We are growing every year. 
Where only nine different 
cities were represented in our 
beginning membership, 37 
are now listed and our group 
has spread to include firms in 
a dozen foreign countries. 

The two primary aims of our founders—to promote pure 
food legislation and to alleviate disputes within the trade 
On qualities, contracts, terms and deliveries—have long 
since reached maturity. As a result of our trade’s cooper- 
ation with the Pure Food and Drug Administration, America 
today enjoys the purest spices of any <cuntry in the world. 
Through our contracts and our system of arbitration, selling 
and buying disagreements have been brought to a minimum, 
with the result that business is more orderly and more 
profitable for all concerned. 

During the 49 years since our beginning, two vital ac- 
tivities—research and public relations—which were not en- 
visioned by our founders, have been started and themselves 
have reached a high degree of success. Our research pro- 
gram will begin its ninth year in a few months, and public 
relations is entering its 20th year. 

Both activities are bearing fruit. Aside from pepper, 
the consumption of spices in the United States now stands 
at its highest level in history. Marketing people are crediting 
our public relations program with much of the success in 
raising America’s taste for spices. As anyone who has 
sat in our publicity committee meetings knows, news- 
papers and magazines are carrying an enormous amount of 
publicity on spices every day. Through the years, this steady 
flow of material has greatly helped change the nation from 
one of bland food eaters to a place where properly seasoned 
food is appreciated. 
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Much younger than our public relations program, our 
research project has still been able also to produce many 
worthwhile achievements. A new version of our ASTA 
research pamphlet, just off the press, shows that 13 papers 
on spice research have already been published. Five separate 
research organizations are currently working on spice pro- 
jects and more work is in the planning stage. A study of 
gastroenterologic responses to spices is now in progress at 
one of the large eastern universities. This study promises 
to help answer several important medical questions and may 
also lay to rest several misconceptions relative to supposed 
effects of spices. 

The past year has seen several developments in our 
association which bode good for the future. For the first 
time, we have moved to educate the membership generally 
in the mechanics of arbitration. Realizing that there was 
a need to make certain revisions in our arbitration regu- 
lations, we felt that the membership at large should partici- 
pate. Yet it was found that few members understood the 
complicated machinery of settling conract disputes unless 
they had been involved in one themselves. As a result, it 
was decided to run a series of open forums during which 
members of the arbitration committee would explain their 
work to those in the association who were interested. 

The response has been much greater than expected. At- 
tendance in the three forums run so far has averaged be- 
tween 62 and 70, with about 50 members staying to dinner 
after the meetings. Harry Schlichting, chairman of the 
arbitration procedure committee, deserves great credit for 
the organization and operation of these sessions, as does 
the rest of his committee. 

Conducting the introductory meeting, Mr. Schlichting 
established, from those attending, the type of information 
most needed by the members. In the second forum, headed 
by Walter Archibald, the mechanics of arbitration from the 
beginning of a dispute to settlement were outlined. In 
the third session, under the chairmanship of Edward Polak, 
a mock arbitration was held. 

Most gratifying has been the fact that more forums have 
been suggested by many members. Such an attitude of 
interest in this vital work of the association indicates to me 
that our organization is very much alive and has the spirit 
to keep growing and accomplishing the kind of valuable 
results it has in the past. 

ually successful in its way was a meeting held this 
year of all of ASTA’s committee chairmen. The object was 
(Continued on page 80) 
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spice publicity on the alert 


By THOMAS F. BURNS, Chairman 
Publicity Committee 
American Spice Trade Association 


A leading grocery business magazine recently took notice 
of the way spice sales have been rising in the past few 
years. Quoted, among others, were 400 per cent increases 
in garlic powder sales, 1,900 per cent gains in oregano and 
a nearly 200 per cent rise in parsley flakes. 

Major among the reasons for larger consumption of 
spices, according to the magazine, was “the popularization— 
beamed mainly at young homemakers—of gourmet eating 
by food writers in magazines and newspapers.’ 

No better testimonial could be written for ASTA’s pub- 
licity program, except perhaps if the editor had also 
mentioned our work with radio and television commen- 
tators, future homemakers in schools, food manufacturers 
and restaurant and hotel operators. 

ASTA’s success with national food publicity is a tribute 
to what is possible with a sound and skillfully operated 
program. Twenty years ago, when our campaign was 
started, food merchants were saying such things as, ‘You 
can’t get Americans to use more spices. They're afraid 
of spicy foods. Maybe a little pepper at the table or some 
nutmeg in apple pies, but by and large we don’t care for 
highly seasoned foods in this country.” So said the “ex- 
perts’”’ of the 1930's. 

Today's sales show how wrong they were. True, it wasn’t 
accomplished overnight. The formula was one of hard, 
steady plugging. But the results show how wise the 
trade was to ignore the defeatists. 

Alertness has been a keyword in ASTA publicity during 


the years—a characteristic which has paid off. Many of 
our projects and techniques today are mature. They have 
proven themselves effective and continue to reap a good 
crop of publicity each year. However, our public relations 
council, the Bernard L. Lewis agency, and the ASTA pub- 
licity committee, are constantly looking to modify and im- 
prove the methods being used now and to offer new services 
where the opportunity shows itself. 

Twenty years ago we didn’t know what a food photo 
was. We actually helped pioneer this specialized type of 
photography. Today each editor gets an eight by ten inch 
glossy print automatically every month with our “Spice for 
Flavor’ releases. Giving the editors what they want in the 
way they want it is the reason spices are being popularized 
among the young homemakers. 

This year, for the first time, ASTA has been able to 
offer editors full color photographs. Up until very recently, 
only a few newspapers printed color sections and in each 
case they were the large metropolitan papers which took 
all their own photos. However, by a special new color 
process, many local papers throughout the country are now 
able to run full color. As a result, our agency has de- 
veloped a color service to take advantage of the new oppor- 
tunities in this field. In the past year, spice photos in full 
color have appeared in the following papers: Chicago Tri- 
bune, Los Angeles Times, Milwaukee Journal, Newark Sun- 

(Continued on page 73) 





As lovely as its name, especially in May, the Skytop 
Club, Skytop, Pa., is the site of the 49th annual convention 
of the American Spice Trade Association. 

As COFFEE & TEA INDUSTRIES has noted, AST A, “not 
one of the country’s biggest trade organizations, rates 
near the top in output per convention day.” 

A ‘bare program outline may seem deceptively simple. 
ASTA sessions are unusually productive. “Committee 
reports are mailed out weeks before the convention, are 
not read at the sessions. Instead, reports are discussed. 
Members’ ideas are carefully thought out, instead of off- 
the-cuff opinions.” 

The 1955 events get underway Sunday, May 1st, at 
6 p.m., with the board of directors reception. 

On Monday the three sections meet—agents and brok- 
ers, dealers, and grinders. 

Tuesday the overall association meeting hears presen- 
tations by the publicity and research committees and be- 
gins discussion of new arbitration rules, as part of con- 
tract amendments. Other contract amendments and bylaw 





Productive program for ASTA at beautiful Skytop 


changes will be discussed Wednesday, along with any 
other business coming before the convention. That day 
will also see election of new officers and arbitration com- 
mittee members and alternates. 

A key guest speaker at the convention will be Dr. James 
R. Wilson, secretary of the Committee on Foods and Nu- 
trition of the American Medical Association, who will dis- 
cuss the medical aspects of AST A’s research program. 

Afternoons and evenings will be for sport and social 
activities, including golf, tennis, shuffleboard, archery 
and bowling-on-the-green. 

Entertainment is set for Monday evening. What it will 
be is as yet a deep secret. 

Tuesday night ASTA keglers will bowl for the Lloyd 
M. Trafford Cup. 

Wednesday the convention will wind up with the 
annual banquet. 

Chairman of the convention committee this year is 


Albert E. Keogler. 
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The ingredients 


for a 


better recipe 


Omit the spice and your food 
will lack flavor, and much 

of the benefit of enjoyable 
meals will be lost. 


The “spice” of bank service 
is experience. And experi- 
ence is doubly helpful to a 
business as specialized as 
spice importing. 


2 
r SPICE > 
) ceeetetemmnemtents am 
Irving Trust Company’s experience in 
financing spice imports is broad indeed. It’s 
the result of 50 years’ service to firms importing 
from markets all over the world. 


You will find that we understand your financial needs 
and are equipped to help you in many additional ways. 


IRVING TRUST COMPANY 


ONE WALL STREET e NEW YORK 15, N. Y. 
Capital Funds over $124,000,000 Total Assets over $1,400,000,000 


Wituiam N. Enstrom, Chairman of the Board Ricuarp H. West, President 
International Banking Division—H1ram A. Matuews, Senior Vice President in Charge 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 
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spice trends in the Midwest 
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By W. BOSLEY BOND, Wixon Spice Co. 


Recently in the Midwest there has been a noticable 
increase in the use of, and interest in, spices. This trend 
has been noted in several sectors, from the large manu- 
facturer who uses tons of spices a year to the housewife 
who uses but ounces. 

Requests are being receiv- 
ed almost daily by spice 
houses in the Midwest for 
information concerning here- 
tofore little-known spices, 
such as the herbs and aro- 
matic seeds, as well as the 
true or exotic spices. These 
requests frequently come 
from high school students 
who see these items being 
used to a greater extent in 
their homes. 

Increased use of spices is 
being given considerable impetus by a vigorous edu- 
cational publicity campaign sponsored by the American 
Spice Trade Association. Her Majesty, the American 
Housewife, is learning more about the various uses of 
spices from this campaign than she has ever known 
before. 

There are other factors in the life of this fair lady 
which dictate that she use more spices. Economy de- 
mands that she flavor her leftovers so they will have new 
appeal and interest for her family. Now that she is 
finding out that natural spices, properly proportioned and 
reasonably applied, bring out the hidden flavors in 
many foods, she is making less costly dishes tastier. 

Not too many years ago, there was a trend toward 
bland foods, due to misrepresenation of the true nature 
and value of spices. Through research, this false im- 
pression has been corrected and natural spice is not recog- 
nized for what it truly is, a synonym for flavor, That 
is why we notice so many more spice racks appearing 
in prominent places in the kitchen. The containers in 
these racks are kept filled and are being used. 

Spices are recognized as beneficial in many new ways, 
even to being recommended in special diets. It is now 
known that most spices are very low in sodium content 
and may be used by those persons who are on a low- 
sodium diet to make up for the loss of flavor thus in- 
curred. The calorie-conscious are concentrating on mak- 
ing a meal interesting because of its flavor, rather than 
its bulk. 

Take note that every day, in your newspapers and 
nationally distributed magazines, recipes using spices and 
articles about spices can be found. This is material made 
available by the American Spice Trade Association and is 
paying off in more spice consumption in the home. 


Another very important outlet, one that is showing a 
marked increase in spice volume, is the restaurant trade. 
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There isn’t a chef in the business who doesn't realize 
the importance of flavor in his wares and the great part 
that natural spices play in that flavor, A good restaurant 
man knows that he must do more than just boil, broil, 
or fry food if he wants to bring customers back for 
more. He must serve better quality, finer flavored food 
with that extra something in appearance, taste and aroma— 
which means just the right spice, and the correct amount, 
to bring out all the fine delicate flavors of the food 
itself. Many of these gentlemen are discovering that 
favorite old recipes make new customers. 

Hot off the press is a bulletin issued by the National 
Restaurant Association, with the cooperation of the 
American Spice Trade Association, dealing with the uses 
of all the spices in cooking. This is a most complete 
brochure, even to the giving of a description and the 
origin of each spice. This will doubtless keep the 
trend—the increase in the use of natural spices—going 
in the restaurant trade. 

The American Spice Trade Association has a very able 
Research Committee, which is making new information 
available to us at a surprisingly fast pace. This informa- 
tion is then turned over to the food processor, and has 
been responsible for a great part of our trend. 

(Continued on page 71) 
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Food Processing 


"Wife's list says allspice . . . and this is all | can find.” 
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SKYTOP LODGE 
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SKYTOP, PA. 


wy) AMERICAN SPICE TRADE ASSOCIATION qi 


S\Wlilii GREETINGS TO THE 49th ANNUAL CONVENTION iiiiiz 


MAY 1-5, 1955 





AFFILIATED PropucE Company, INC. 
Importers — Merchants 


120 Wall Street 


New York 5, N. Y. 


MORRIS J. GOLOMBECK, INC. 


Importers of Spices and Seeds 


948-960 Franklin Ave. Brooklyn, N. Y. 
BUckminster 4-3505 





ASMUS BROS., INC. 
Spice Importers and Grinders 


523 E. Congress St. 


Detroit, Mich. 


P. JOHN HANRAHAN, INC. 
Customs Brokers, Weighers and Forwarders 


2 Broadway New York 4, N. Y. 





BARRY & POWELL 


Marine Insurance Brokers 


99 Wall Street 





New York 5, N. Y. 


INTERNATIO-ROTTERDAM INC. 
Importers 


351 California Street San Francisco 





BOWNE-MORTON’S STORES, INC. 

23 Waterfront Warehouses 
: Herbert E. Simpson, President 
- 611 Smith Street 


Brooklyn 31, N. Y. 


A. C. IskAEL Commopiry Co., Inc. 
Spices 


95 Front Street New York 5, N. Y. 





BUSH TERMINAL COMPANY 


Warehousing 


100 Broad Street 


New York 4, N. Y. 


LE ROY K. TRUCKING CO., INC. 
Trucking - Warehousing 
For The Trade 


130 Third Street Brooklyn 31, N. Y. 





CAL-COMPACK FOODS, INC. 
Growers — Dehydrators — Grinders 
Paprika — Chili Powder — Hot Peppers 
Santa Ana California 


LO CURTO & FUNK, INC. 


Custom House Brokers 


21-24 State Street New York 4, N. Y. 





CRESCENT MANUFACTURING CO. 
Grinders 


657 Dearborn Street Seattle 4, Wash. 


LORD BALTIMORE PRESS 
“Fidel-I-Tone” Process Color Labels and 
Folding Cartons for Spices and Extracts 

Baltimore, New York, Chicago, Louisville, Los Angeles 





JOHN H. ELTON 
Brokers and Agents 


42 Wall Street New York 5, N. Y. 


JULIAN W. LYON 
Brokers — Agents 


7 Dey Street New York 7, N. Y. 





M. GOLODETZ & COMPANY 


Importers, Merchants, Exporters 


120 Wall Street New York 5, N. Y. 








R. MARKEY & SONS, INC. 
Certified Weighers 
New York 5, N. Y. 





95 Front Street 
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Best Wishes to the 
American Spice Trade Association 











MINCING TRADING CORPORATION 
Spices 


52 Broadway New York 4, N. Y. 


Compliments of 


RAHE-GILBERT CORP. 
New York 5, N. Y. 





JOHN E. RAISCH & CO. 
Weighmasters 


15 Moore Street New York 4, N. Y. 





H. M. NEWHALL & CO. 
Importers 
Newhall Bldg. 


San Francisco || 





NOLTE BROKERAGE CO. 
Spices — Domestic Red Peppers 
721 Clark Avenue St. Louis 2, Mo. 


SCHILLING 
Division OF McCormick & Co., INc. 


Tea — Coffee — Spices — Flavoring Extracts 
301 Second Street San Francisco 7, Calif. 
E. H. SENNHAUSER 
Spices — Seeds — Herbs 


10 Bridge Street 











OLIVER-FINNIE CO. 
Spice Grinder 


Box 2587 Memphis, Tenn. 


E. H. SIMPSON & CO., INC. 
Agents and Brokers 


96 Wall Street New York 5, N. Y. 





THE AVERY F. PAYNE CO., INC. 
Spices — Seeds — Herbs 


82 Wall Street New York 5, N. Y. 


SPICE ISLANDS CO. 
Spice Grinders 


100 E. Grand San Francisco 7, Calif. 





POLAK TRADING COMPANY 
Agents and Brokers 


80 Broad Street New York 4, N. Y. 








M. A. PORAZZI COMPANY, INC. 
Importers and Agents 
Specializing in Paprika 

80 Wall Street New York 5, N. Y. 





WALTER F. POWERS 


Weigher and Sampler 
24 Stone Street New York 4, N. Y. 
(New Orleans Office) 


620 Tchoupitoulas Street New Orleans, La. 


UNITY WAREHOUSE CO., INC. 
Warehouses — Distribution — Trucking 


387-91 Greenwich Street New York 13, N. Y. 





VAN LOAN & COMPANY, INC. 
“Quality Spices” 
Importers and Grinders 
176 Franklin Street New York 13, N. Y. 





WESP WEIGHING COMPANY 
Weighers and Samplers 


82 Beaver Street New York 5, N. Y. 





PRADAT & DOUGLAS 


Public Weighers and Gaugers 


227 No. Peters Street 





New Orleans 








WOLMET RAW PRODUCTS CO. 
Coffee — Spices 
Brokers and Agents for Foreign Shippers 
135 Front Street New York 5, N. Y. 
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what’s happening 


Once again the time has arrived to take our annual in- 
ventory of the world pepper position. 

With the exception of occasional manipulations, supply 
and demand, influenced by ever changing procedures of 
marketing crops as well as changing purchasing methods by 
grinders, have governed the price structure. World pro- 
duction has increased by leaps and bounds during the past 
few years, but judging from present indications, this in- 
crease will be arrested in 1955. 

We all know that the New York spot price on January 
2nd, 1954, was about $1.00 per pound, and the shipment 
price 90¢; that the spot price declined in June to 46¢, 
advanced in August to $1.09, subsequently declined to a low 
of 39¢ and has since hovered between 42¢ and 46¢. 

Unfortunately, the premium for spot pepper over the 
price for shipment from origin has declined from 10¢ per 
pound to 1¢ per pound or even less. As a result, legitimate 
dealers have found it extremely difficult, if not impossible, 
to make any profit, as there is no room “to turn around,” 
and hence trading is at an all-time low. Similar conditions 
appear to prevail in primary markets. 

This at a time when most leading commodities are ex- 
tremely active and the combined business, commodity and in- 
dustrial production indexes in this country are at an all- 
time high. 

It is claimed that the very heavy consignments during the 
autumn of 1954 from India as well as from Sarawak and In- 
donesia are in a large measure responsible for these con- 
ditions. Dealers complain that it is impossible for them to 
establish any premium for spot pepper when large quantities 
of spot consignments hang over the market, and as a result 
they have been unable to sell spot and replace for shipment 
or to quote and sell to grinders forward deliveries at a 
reasonable discount. 

Be that as it may, when consignments reach unwieldy pro- 
portions, they usurp a large share of the dealer's function 
to carry spot stocks, without assuming his responsibility and 
service to the grinders to maintain a forward guaranteed de- 
livery market. Fortunately, the major portion of these con- 
signments have been liquidated and absorbed, and it is 
hoped that trading conditions henceforth will improve. 
Under our free enterprise system, anyone is free to consign, 
and occasional consignments have at times been helpful. Re- 
cent experiences have demonstrated, however, that mass 
consignments have a demoralizing effect and react against 
the interests of the consignor. 

Of the total shipments from primary markets and 
Singapore, shipments to the U.S.A. were reported, as 
follows: 
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in pepper? 
SS eS 
By EDWARD B. POLAK, Polak Trading Co. 


Indian (Dec. 1953/Nov. 1954) 8,865 tons black; Sara- 
wak (Jan/Dec. 1954) 1,572 tons black, 21 tons white; 
Lampong (Jan/Dec. 1954) 154 tons black; Muntok 
(Jan./Dec. 1954) 1,059 tons white; Singapore (Jan./Dec. 
1954) 2,132 tons black, 253 tons white; Ceylon (Jan./Dec. 
1954) 222 tons black; totals, 12,945 tons black, 1,333 tons 
white. 

Total shipments from India amounted to 15,087 tons, 
of which there were shipped to the U.S.A. 8,865 tons, 
or 5834 per cent, compared to 11,181 tons and 7,310 
tons, respectively, or 661, per cent, during 1953. At any 
rate, India increased its exports by almost 4,000 tons. 

For that reason, it was somewhat surprising when the 
Indian government announced on January 8th, 1955, a 
reduction of export duty from 30 per cent to 15 per cent 
ad valorem, which on the day of the announcement 
amounted to a reduction of approximately 4¢ per pound. 
While the action was viewed favorably in the interest 
of the Indian growers, its timing caught many by sur- 
prise, as India will not have serious competition until 
the 1955 Indonesian and Sarawak crop shipments start in 
June/July. 

Exports from India during 1954 to the U.S.S.R. and to 
Communist China amounted to 1,625 tons and 457 tons 
respectively. 

It may be of interest to note the sharp increase in the 
Sarawak crop, black and white combined: 1951, 1,500 
tons (white only); 1952, 4,500 tons; 1953, 9,500; 1954, 
14,00. 

As all Saigon black and white is exported to France 
and the Siam crop is negligible, we have not included 
them in the accompanying calculations on world absorp- 
tion during 1954, Brazilian production of 700 tons is 
consumed locally, which affects primary markets to the 
extent that Brazil is no longer an importer for this 
quantity. 

In order to calculate total world absorption, home 
consumption figures should be added to the shipments 
in the accompaning table. The following figures are for 
1954 and 1953, respectively: Indian home consumption, 
7,000 tons in 1954, 6,500 tons in 1953; Kota Baru-crop 
home consumed, 600 and 600; Indonesian inter-insular 
consumption, 750 and 350; Brazil-crop home consumed, 
700 and 600; home consumption totals, 9,050 tons in 
1954 and 8,050 tons in 1953. Add total net shipments 
to the world of 41,726 tons in 1954 and 27,408 tons in 
1953 and you have a total world absorption of 50,776 
tons in 1954 and 35,458 tons in 1953. 

It is estimated that the 1954/55 Malabar crop will 
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be reduced to 19,000 tons, due to the poor condition of 
the Tellicherry crop, although the conditions in the Tra- 
vancore-Cochin area are favorable. At best, this crop 
may not exceed 20,000 tons. 

It is reported that the Sarawak crop has suffered ex- 
tensively from floods and some estimates have been re- 
duced to 12,000 tons (black and white combined). We 
believe, however, that plantings have continued to in- 
crease and that under normal conditions, the crop would 
have been much larger than last year, and for the time 
being we prefer to estimate the crop at 15,000 tons. 

The Lampong crop may well yield the same as last 
year, i.e., 8,00 tons, plus the catch crop (April/June) 
of 1,000 tons, total 9,000 tons, although some estimates 
are slightly lower. 

It should be realized that it is still very early in the 
season to formulate final estimates of either crop, but 
the purpose of this review is better served by calculating 
estimates that appear safe at the moment, so that one 
may adjust these figures as time goes on. 

The Muntok white pepper crop is again estimated at 
7,000 tons, as is the Borneo crop of 1,500 tons. 

Hence total available supplies for 1955 on the basis of 
these estimates, compared with 1954, as shown in the ac- 
companying table, will have an excess of 1,874 tons over 





Primary Market Shipments 


(in tons) 


1954 1953 
e Black White 


2,708 
6,420 


Ceylon 


9,128 22,417 
4,991 


27,408 


Black - 
White - 


Total 


less difference in 
Singapore stocks 


Dec.31, 1953 - Dec. 31, 1954 *Some of this pepper was shipped 


as white 
Total 1954 shipments 
Total 1953 shipments 


Increase 14,318 about 50% 


World Pepper Supplies 


(in tons) 


India-carryover 
~~ Crop 1954/1955 


Sarawak-carryover 
1955 crop 


Lampong-carryover 
955 crop 


Muntok-carryover 


1955 crop 
Kota Baru 
crop 
Borneo-carryover 


1955 crop 
Singapore: Stocks Dec.31 


1955 crop 
Total available supplies 


APREL:, 955 


63,330 


1954, which—considering the tentative Sarawak and Lam- 
pong estimates, is negligible. 

We have omitted the Saigon and Siam crops, totalling 
about 500 tons, as they are not a factor in the world market. 

Imports into the U.S.A. during 1954 of black pepper 
amounted to 35,550,187 pounds and of white 2,388,282 
pounds, totalling 37,938,469 pounds, compared with 30,- 
488,129 pounds during 1953. This equals 16,937 tons and 
13,611 tons, respectively, an increase of 3,326 tons. 

Imports of black pepper in 1954 were divided as follows: 
India, 21,224,418 pounds or 9,475 tons, about 59.7 per cent; 
Sarawak, 7,866,302 pounds or 3511 tons, about 22.1 per 
cent; Lampong, 6,001,143 pounds or 2679 tons, about 16.9 
per cent; miscellaneous, 458,324 pounds or 205 tons, about 
1.3 per cent. The miscellaneous imports were undoubtedly 
all Ceylon black pepper. 

In our last annual review we estimated U.S. A. con- 
sumption during 1953 at about 12,500 tons, and indicated 
that in the event of a further price decline and under favor- 
able conditions, an increase to 14,000 or even 15,000 tons 
might be possible. After a careful check, we now estimate 
the 1954 consumption at 14,000 tons. We estimate total 
spot stocks in Atlantic and Pacific Coast ports and carried 
in grinders’ inventories as of December 31st, 1954, at 4,500 
tons to 5,000 tons, compared with 3,000 tons on Dec. 31st, 
1953. 

The vigorous publicity campaign of the American Spice 
Trade Association undoubtedly contributed to the increase in 
consumption, a trend we think was particularly noticeable in 
the bulk field. 

It seems to us that from the foregoing maze of figures, two 
salient factors emerge predominantly: 

1. The phenomenal increase of 50 per cent in absorption 
during 1954 over 1953 by non-producing countries. 

2. Available supplies during 1955 in primary markets on 
the basis of current crop estimates will be virtually the same 
as in 1954. 

It is noteworthy that as absorption increased 50 per cent, 
price declined somewhat over 50 per cent between January 
Ist, 1954, and January 1st, 1955. However, the increase in 
absorption proceeded throughout the year and therefore 
the average 1954 price, rather than the current price, would 
be more applicable for comparison. 

Average spot prices in New York were as follows: during 
1954, 74¢; 1953, $1.28; 1952, $1.52; 1951, $1.6814; 
1950, $1.6114; 1949, $1.00; 1948, 61¢; 1947, 4414¢. 

Although these do not reflect the prices in primary mar- 
kets, they all include a premium over such prices and there- 
fore provide sufficient comparison with each previous year. 
While the decline in the price level was undoubtedly and 
important factor in the large increase in absorption, the im- 
proved factor in the large increase in absorption, the im- 
proved conditions in Europe and particularly on the Conti- 
nent were probably equally responsible. Stocks in non- 
producing countries have undoubtedly increased (London 
warehouses report an increase from 295 tons on January 
Ist, 1954, to 693 tons on January Ist, 1955) but we doubt 
whether they are excessive. Stocks in this country are ample, 
but the market was depressed by the heavy consignments, 
most of which have since been liquidated. 

As illustrated above, a good part of the increase in ab- 
sorption took place above the current price level. The 
question then arises whether last year’s rate of absorption 
will be maintained at the current price level, which is 
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HOEGH LINES 


LEIF HOEGH & CO. A/S OSLO 


REGULAR SERVICE 
from 
SINGAPORE, PORT SWETTENHAM, PENANG, 
BELAWAN 
COLOMBO, COCHIN, BOMBAY and 
DJIBOUTI 
to 
EAST CANADA, U. S. NORTH ATLANTIC 
and U. S. GULF PORTS 


KERR STEAMSHIP COMPANY, unc. 


General Agents 
32 PEARL STREET, NEW YORK 4, N. Y. 
Telephone: WHitehall 4-4450 





Jamaica anxious to retain 
goodwill of spice trade 


"I hereby convey my personal assurance that this gov- 
ernment is most anxious to retain the goodwill of the 
Spice trade and will do everything in its power to See 
tha: all reasonable requirements of the trade are promptly 
and satisfactorily met.” 

Will O. Isaacs 
Minister for Trade & Industry 
Government of Jamaica, B. W. 1. 

















Aerial view of the BASIC plant at Vacaville. This is the world’s 
largest and most modern onion and garlic processing operation. 


NOW 
BETTER THAN EVER 


BASIC’s prepared ready-to-use 
Onion and Garlic. New and improved 
coarse grinds are especially suitable for 
salts and for mixtures where rich, fresh 
flavor at low cost is desired. 


Now lighter in color than ever before is 
BASIC Onion, available sliced, chopped, 
coarse ground, powder. 





For prices, particulars, samples, write 


BASIC VEGETABLE PRODUCTS, INC. 


VACAVILLE, CALIFORNIA 











lower than last year’s average, or whether it will decrease 
or increase further. It would seem reasonable to assume 
that barring unforeseen developments, last year’s rate will 
be at least maintained, whereas available supplies are un- 
likely to exceed those of last year by an appreciable quantity. 
Sales by India to date of the 1954/1955 Malabar crop 
seem to run about equal to last year. 

Reduction of the Indian export duty to 15 per cent should 
place the Indian growers in a more competitive position 
when the 1955 Sarawak and Lampong crops are marketed. 
Furthermore, the fact that the price does not include a high 
duty which might be reduced at any time should create more 
confidence in non-producing countries to invest in Malabar 
Pepper. 

The American market position is somewhat different from 
previous years in that no appreciable short position is held 
by dealers, which is partly offset by the fact that grinders 
have not bought any appreciable quantities for forward 
delivery. 

International political conditions are extremely sensitive 
and are closely watched by all who deal in Far Eastern 
commodities. 

Considering the aforementioned factors, and assuming that 
supply and demand is in reasonable balance on the basis of 
the current price and crop estimates, it would seem doubtful 
that 1955 should witness any sustained sharp decline from 
the prevailing price level. As the demand or rate of ab- 
sorption is closely related to the price level, we feel con- 
strained to confine our conclusion to this negative obser- 
vation only, as this is a statistical analysis and not a market 
letter. 

All estimates are based on information available to date 
which we consider reliable, but for which we do not assume 
responsibility. 





Gillespie named sole U.S.A. 
distributors of Jamaica pimento 


As a short term measure and until the new pimento 
crop commences about June, the Government Marketing 
Department of Jamaica has put into effect the following 
arrangements: 

Supplies of Jamaica pimento from present stocks have 
been earmarked for the U.S. A. market, and Gillespie & 
Co., Inc., New York City, has been appointed sole dis- 
tributing agents for these supplies in the U.S. A. 

It has been decided to discontinue for the time being 
the system of a fixed f.0.b. price and to sell at the market 
price from time to time, based on supply and demand. 

Long term marketing arrangements are still being care- 
fully studied and an announcement will be made in due 








course, the government stated. 
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“Let’s look ahead” 


By KARL H. LANDES, President 
Karl H. Landes and E. Balint, Inc. 


The American Spice Trade Association’s research and 
publicity programs are progressing very well, and it is the 
writer's opinion that they have paid off and will con- 
tinue to pay off in the future. 

I believe that the step-by-step, careful planning of our 
research program is well di- 
rected, especially since it 
deals with actual, proven 
facts which have made a 
lasting impression on the 
industries which use our 
products. 

In 1946, when I wrote my 
articles about spices and 
their chemical analyses for 
this magazine, they were re- 
ceived with mixed reactions. 

Since then, however, it has 
been accepted generally that 
a black pepper delivery, for 
instance, must be accompanied by a chemical analyses. 
These analyses, although they do not incorporate every 
evaluation of the spice, are still chemical analyses—and 
a step in the right direction. 

I believe my present statements will evoke the same 
varied response as did my articles in 1946, 

Due to circumstances over which spice importers and 
grinders have no control, we are facing a very dangerous 
situation in regard to some of the extremely valuable 
spices. For instance, the third largest spice, tonnagewise, 
undoubtedly is cassia. One of our major sources of 
supply, China and French Indo-China, has been cut off 
entirely from this market since August, 1952. The stocks 
which we had on hand are exhausted completely or held 
in iron reserve. 

We have found a suitable substitute in Batavia and 
Korintji cassias, and fortunately these two varieties are 
available in almost unlimited supply. However, the 
island of Sumatra, which produces these varieties, is in 
grave danger. About 98 per cent of its population is 
Mohammedan and violently anti-communistic, and un- 
fortunately the claws of Red China are stretching toward 
this island, the nearest to it geographically of the In- 
donesian group. Should any trouble arise in Asia, the 
spice industry would find itself in a very precarious 
position, completely cut off from its third largest item, 
cassia. 

Regrettably, the quality of the Batavia and Korintji 
cassia is nowhere similar to the Saigon cassia, and we are 
faced with a situation whereby certain manufacturers 
cannot use these qualities because of the gummy substance 
incorporated in the product. Thus again, through no fault 
of ours, we leave the door open for the essential oil 
people to solve the manufacturers’ problem with synthetic 
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spices. The blending of these cassias with other varieties 
has not been successful. This is a very serious problem, 
one which I think should be investigated immediately. 

The second problem which should be investigated by the 
spice trade itself is the indiscriminate blending of various 
grades of the same spice. 

The blending of East Indian and West Indian varieties 
of nutmegs and mace is quite common, and inasmuch as 
the spice blends itself very well, no harmful effect on the 
quality has been noted. 

On the other hand, genuine Salvia Officinalis of sage 
leaves is grown only in Yugoslavia. Varieties of sage 
are, however, grown in Italy, Bulgaria, Greece and Spain. 
Indiscriminate blending of these varieties may have a very 
harmful effect, as respects flavor. 

The same applies to ginger, which is a very important 
spice also. It grows in Jamaica, East and West Africa, 
and India. Even Siam produces a wild gingerroot. Im- 
proper blending of these varieties may have a very harm- 
ful influence on the flavor. 

Recently, micro-pulverizing has been advocated by cer- 
tain people. I believe that both the good and harmful 
features of this practice should be investigated imme- 
diately and brought before the spice trade in general. 
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It has been recently proven that in some spices there 
are found antioxidant and other preservative qualities. 
For hundreds of years this was believer to be true, but 
now it is proven, and this not only helps to increase the 
use of spices, but is also giving sales impetus to all 
foods in which natural spices are used. 

The food processor, be he a canner, a sausage maker, 
a pickle manufacturer, or a frozen food processor, is well 
aware of the fact that the tendency of a few years ago 
toward bland foods is a thing of the past; that the house- 
wife who keeps us all in business is becoming acquainted 
with spices and reading his label to see whether or not he 
has natural spices in his product. 

We Midwesterners feel that we have helped in the for- 
ward trend of our industry by selling quality, It may 
be that the reason for this trend is due in part to these 
efforts. It may be that the American taste is becoming 
more exacting because of the great numbers of our citi- 
zens who have traveled to all parts of the world and have 
experienced new adventures in flavor. 

Whatever the reason, the trend is definitely here, and 
even though it is hard to be provincial in a business as 
far reaching as spices, we of the Midwest are proud of 
our part in it and of our association with other members 
of our industry in all sections of our country and beyond. 
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embattled © 
cassias 


By A. SLOBARD, Borneo Sumatra Trading Co., Inc. 


Political developments during the past five years have 
caused drastic changes in the marketing of cassia, so that 
a complete reversal in types used has occurred: Indonesia 
is emerging as the United States’ most important supplier. 

Immediately following World War II, this country again 
began to look to China for their supplies of cassia to fill 
the shelves and spice counters. Import of the Chinese 
cassias—such as Extra Selected Broken, Honan Rolls and 
Broken, Yunan Rolls and Broken, Canton Rolls and, of 
course, Saigon Thin, Medium Thick, and Broken—made 
up the bulk of the total imports of approximately 7,000,000 
to 8,000,000 pounds per year. 

With the coming of the Korean War and China’s inter- 
vention, this government placed what virtually amounted 
to an embargo on the importation of these grades. Spice 
dealers naturally began to look toward Indonesia to maintain 
the supply of this commodity. 

At first, supplies in the United States and Hongkong 
seemed sufficient to meet the needs of this country’s con- 
sumption, however, as the war continued and government 
restrictions hardened, it became increasingly clear to the 
importer and dealer alike that they would have to switch to 
the then virtually unimportant Batavia and Kurintji Cassias. 

Spot stocks of China and Saigon cassias were bought up 
very rapidly and at fantastic prices. Prior to Korea, the 
average Cassia price ranged between 9¢ and 15¢, depending 
upon grade. During the past year, the last of the Saigons 
were finally sold at $1.75 per pound, ex store New York, 
and Extra Selected Broken at the fantastic price of 85¢. The 
latter grade, were import permitted, could be purchased 
from China at 1314¢ C.IL.F. Users of these grades have, 
however, resigned themselves to the fact that the China 
grades may not become available for some time, and have 
made a complete change over to the use of Batavias, now 
known as Padang Veras, and the Kurintji cassias from In- 
donesia. These grades are selling today at an average price, 
in warehouse, of 181/, and 20¢, respectively. In comparing 
these prices to those of pre-Korean days, we note an in- 
crease of approximately 8¢ to 10¢ per pound. 

There are still supplies of Saigon cassia in the foreign 
trade zone which are prohibited from entering this country 
under the existing government regulations regarding im- 
ports where Chinese interests are involved. Litigation is 
going on, however, but at the moment the situation appears 
hopeless. If and when the government does decide to allow 
entry of these stocks, grinders will probably buy these up 
immediately, even at the prevailing level of $1.75. 

As has already been mentioned, Padang and Kurintji 
cassias are grown in Indonesia, on the island of Sumatra. 
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The cassia of Sumatra is basically the same as that grown 
in China and North Vietnam, all coming from the same 
family tree. The essential difference lies in the flavor and 
color, the Padangs and Kurintjis being more pungent and 
darker than their Chinese cousins. 

Kurintji cassia is grown in the mountainous regions of 
the Padang district at approximately 10,000 to 15,000 feet 
above sea level. There, trees are hardier and the bark is 
thicker, this being nature’s way of helping the tree with- 
stand the elements on these unsheltered hills. 

The Padang Cassia Vera is grown on a plateau of 3,000 
to 4,000 feet above sea level, and these trees, being more 
sheltered, tend to yield a thinner bark. 

The harvesting of these cassias is seasonal and dependent 
upon the native population in the areas. There are no set 
plantation lines, as these trees grow in the forests, entirely 
uncultivated. 

Due to the precarious weather conditions of the Padang 
area, and the production of more important commodities in 
this region, cassia has been, and still is, a sideline for the 
native population. These people cut cassia only when they 
are not planting rice, their mainstay in life, or tending 
rubber trees and coffee vines, which are normally more 
profitable occupations. The net result has been periods 
of overabundance of offers against periods of no offers at 
all. Buyers have had to accustom themselves to these con- 
ditions and adjust their buying accordingly, taking ad- 
vantage of low prices and at the same time assuring them- 
selves of supplies during the months where little is offered. 

There are no definite crop reports, nor can one estimate 
correctly the exact quantity that can be made immediately 
available for export. It is said that if all the trees avail- 
able were cut at the present moment, approximately 75,000 
tons could be had. Fortunately for the trade, this is not 
done, nor is mass cutting practised. We know that export 
from Sumatra continues to increase by leaps and bounds, 
with the United States now taking the bulk of export, which 
amounts to approximately 8,000,000 pounds. 

Our country with its growing population, is becoming 
more spice conscious through the publicity campaigns and 
efforts of the American Spice Trade Association, so that 
the use of this commodity is increasing, and we should not 
be at all surprised to see importation reach 13,000,000 to 
14,000,000 pounds in the next few years. 

Economically, Indonesia would benefit, provided, of 
course, our embargo against China continues. The In- 
donesian people would then also attain a certain amount of 
confidence in this commodity and make it a steady industry 
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with regular harvesting along with their other rice, coffee 
and rubber-growing activities. 

We must, however, be aware of the fact that one day 
the United States may lift the restrictions on imports from 
Hongkong, and again Chinese cassia will become available 
to this market. The question will arise: Will Padang and | 
Kurintji cassia be again relegated to the role of “Cinderella 
of Cassias”’? 

We think not. These cassias have become a part of the 
grinders’ formulae and of the taste of the consumer. With 
the exception of Honans and Saigon, the Sumatra cassias 
are equal, or superior in quality and taste, to the other 
Chinese cassias. It is definitely felt that the Padang Vera 
and the Kurintjis are here to stzy aad will compete with the 
Honans and Saigons, if and when they are again available 
for consumption. 

The future seems bright, and with an increase in popu- 
lation and continued prosperity, imports can only continue 
to rise. We may, at some time in the future, find it necessary 
to import both the Chinese cassias and the Indonesian 
varieties to meet a soaring demand. 
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day News, Farm and Ranch—Southern Agriculturist, and the 
Toledo Blade. 





As with all our other activities, our color photography 
project has been worked out to do the most good at the least 
cost. Ways and means have been found to produce high 
quality photos at a fraction of the going rate for color 
work, meaning that we will be able to increase this new 
activity during the coming year. 

The ASTA program has had several “firsts” this year— 
each geared to some specific need. For the first time, we 
have produced a giveaway recipe, “It’s Fun To Cook With 
Spices.’ Designed to augment but not duplicate the effec- 
tive work done by “The A-B-C of Spice Cookery,’’ the leaflet 
will be distributed mostly by radio, television and newspaper 
food editors. Much smaller—carrying only 20 recipes 
against the A-B-C’s 1940—the new folder should act as an 
appetizer for more information and interest in spices. Dis- 
tribution costs will be at a minimum, because radio and 
television cooking commentators will be mailing it out to 
their listeners and viewers themselves. Before the leaflet 
came off the presses, the Lewis office had orders for thousands 
of copies. 

Another new weapon in our campaign was developed 
this year as a result of demands made on our American 
Spice Trade Association Information Bureau. The In- 
formation Bureau is one of the workhorses of our program. 
The trade hears little about it and many members of the 
association don’t even know it exists, but its activities are 
vital to a good public relations program. This service sets 
the association up as an authority and keeps us aware of 
public attitudes and knowledge about spices. Run by the 
staff of the Lewis agency, the Bureau answers literally 
thousands of requests for information about spices each 
year. Many can be filed by our printed literature, but 
hundreds must be answered directly by personal letter. 

During the past few years, the Bureau has seen a growing 
demand for information about the history of spices. This 
was the inspiration for the very popular little booklet, ‘“The 
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By WILLIAM H. HILL, Regional Director 
Food and Drug Directorate 
Department of National Health and Welfare 
Vancouver, B.C., Canada 


It is probably a good guess that the consumption of 
mustard products in Canada is very similar to that of the 
United States; the latter's apparent average consumption, 
over a 32 year period, is 0.8 pounds per capita. 

History records that the Egyptians, Minoans and Ro- 
mans used mustard seeds for flavoring, preserving and 
medicinal purposes. Mustard was introduced into Britain 
by the Romans. They used it to preserve ‘must’ or grape 
juice, hence the term ‘“‘mustseed”, which in turn was cor- 
rupted to “mustard” by the Anglo-Danes. 

In commerce, today, the ripe white or yellow mustard 
seeds are produced by the plant, Brassica hirta, B, or 
Sinapis alba, The trade names employed are White Lon- 
don, Dutch, English, Caucasian and California Yellows. 

The ripe black, brown or red varieties are obtained from 
the plants Brassica nigra, Sinapis nigra and ceruna, Ther 
trade names are Brown or Oriental. These kinds are the 
principal source of table mustard because of their greater 
pungency than the yellows. 

The mustards are widely native of Europe and south- 
western Asia. They will grow abundantly in most temperate 
climates. They are commercially cultivated, on the North 
American continent, in Montana, California, Washington, 
Oregon, North Dakota, Alberta and Manitoba, the crops 
being marketed as seed and as ground flour. 

In 1720, a Mrs. Clements, of Durham, England, started 
to market ground mustard seeds for use as a condiment. 
Her method of flour production was kept a trade secret for 
many years. The product was sold as “Durham Mustard”. 

The Chinese make a strong concoction of mustard called 
“Chieh-chiang”’, using it as a meat relish, as Europeans 
use prepared mustard with their corned beef. 

A large volume of yellow mustard seed is employed in 
the manufacture of pickles. Some is used in meat specialties, 
and some small volume for the manufacture of mustard oil, 
principally used for medicinal purposes. 

The history of commercial mustard seed production, in 
Canada, dates from 1936. Then the firm of George W. 
Green, Lethbridge, Alberta, Canada, is credited with the 
introduction of the cultivated mustard crop from Montana. 

The crop acreage in Southern Alberta and Manitoba has 
increased from 1,700 acres in 1950 to 50,000 acres in 
1953. The average yield of seed per acre is about 500 
pounds. The yellow, brown and Oriental varieties are 
grown in Canada. The yellow seeds comprise 70 per cent 
of the total crop. 

Canadian prices, in 1953, were 5 cents per pound for 
the yellow seed and 334 cents for the brown and Oriental 
varieties. 

Official commercial grades established in Canada in 
1947 are called Extra No. 1, Nos. 1, 2 and 3 and Sample, 
all prefixed by “Canada Western’. These grades are 
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Table No. | 
Analyses of Mustard Seeds and Flours 


(Western Regional Laboratories, Vancouver) 





White Mustard Mustard Flours 


eeds 


Brown Mustard 
Seeds_ 





Product 
Period 





1954 1954 1954 1951-53 





4.65 
3.68 
947 
0.13 
35.06 
33.03 
0.11 


4.92 * 0.99 
3.79 
0.46 


5.10 + 0.77 
3.57 + 0.36 
0.39 * 0.14 


6.32 t 0.56 
3.86 © 0,34 


Moisture 
0,44 


0.28 
0.03 
2.16 


Total Ash 
Water Soluble Ash 0,64 2 0.22 
0.04 
28,25 
|30.09 * 1.77 
0.35 = 0.35 | 
| 2.84 = 0.83 | 
0.60 * 0.10 | 0.54 
65 | 14 


0.05 2 0,02 
40.30 + 1.14 
27.56 = 1,86 

0.24 © 0,28 


Acid Insoluble Ash 0.04 2 0.02 





Ether Extract 30.09 = 2,06 
Protein (N x 6.25)29.48 * 2.71 


2 
t 
0.69 = 0.63 
t 
+ 





ww i+ 1+ + 1+ + 1+ 


Starch (Diastase) 


6.77 6.06 2 0.94 2.48 


0.32 


Crude Fibre 1.09 


Volatile O11 0.14 0.61 2 0.16 





Number Samples 47 7 





primarily based on certain physical characteristics of the 


seeds. 

Canadian production of mustard seeds in 1953 was ap- 
proximately 22,168,000 pounds, as compared with 8,591,- 
000 pounds produced in the United States in the same year. 

In Canada, the production of manufactured mustard pro- 
ducts was, in 1950, 125,772 pounds of mustard compound, 
246,862 pounds of mustard flour and 918,239 gallons of 
prepared mustard. The total value of these products was 
$1,205,405. In 1953, Canada imported 621,437 pounds 
of mustard flour, valued at $240,363. 

The seeds contain a soluble mucilage, 20 to 25 per cent 
of a bland fixed oil, glucosides, enzymes and about 0.5 
per cent of volatile mustard oil, (allyl isothiocyanate). No 
starch is present in the ripe seeds. The glucoside, sinalbin, 
is present in the white variety of seed; it develops, in the 
presence of water, the volatile mustard oil by the action 
of the enzyme, myrosin. The black seed contains the 
glucoside, Sinigrin, and the enzyme, myrosin. 

The seeds used for edible purposes are cleaned, screened 
and winnowed for marketing. The production of mustard 
flour requires the careful selection and blending of different 
seed varieties. The milling of the seed is similar to that 
of milling wheat into flour. The blending of varieties pro- 
vides the pungency, taste and color demanded by the trade. 

Owing to the large oil content of the seeds, and other 
practical difficulties, the production of mustard flour re- 
quires highly specialized procedures. The manufacture of 
mustard flour in Canada is carried on essentially by only 
one grinder. 

The Canadian Food and Drug Directorate has been in- 
terested in the quality of edible mustards for many years. 
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Sixty-five years ago the Inland Revenue Department of 
Canada reported' upon the origin and composition of 95 
specimens of commercial mustards sold in Canada. The 
report indicated widespread adulteration of this condiment 
with foreign materials, to the extent of 83 per cent of the 
samples analyzed. 

In recent years there have been six surveys* of commercial 
domestic and imported mustard flours. These surveys were 
made between 1941 and 1954 by the Western Regional 
Laboratories, Department of National Health and Welfare, 
at Vancouver, B.C., Canada, The results of the chemical 
analyses of the samples obtained are condensed in Table 
I. A microscopical examination of all samples of mustard 
flours indicate that they contained only mustard tissues. 

The average composition of the mustard flours observed 
in this survey are very similar to the averages shown for 
the 1941-1953 period. They are in good agreement with 
data published by Piesse and Stansell, Richardson and Leach, 
as quoted by Winton®, except for the total ash and volatile 
oil. 

The data reported in Table I for the constants of mustard 
seeds compare favorably with the figures recorded by Hert- 
wig’, but here again the total ash is less. The lowest 
value obtained for volatile oil in the current survey is 0.02 
per cent for white mustart seeds and 0.97 per cent, the 
highest for the Brown variety. 

The origin of the mustard seeds obtained in the 1954 
survey was 41 grown in Canada, three in England, two in 
the United States, and one in Holland. The source of 
manufacture of the mustard flours was 48, Canada; 13, 
England; and four, United States. 

These surveys did not reveal any widespread adulteration 
of mustards, as offered to the Canadian trade. The informa- 
tion obtained concerning the sources of raw and manu- 
factured materials indicated a definite trend towards the 
marketing and processing of Canadian grown mustard seeds. 

The Canadian Food and Drug Directorate did not issue 
a legal standard? for the mustard seeds or flours until 1928, 
and then only in general terms which allowed the re- 
moval of a portion of the fixed oil. A limit was set on 
the starch content at one and one-half per cent, with not 
more than six per cent total ash. 

In the 1949 revision of the Canadian Food and Drug 
Regulations the standards provided an additional specifica- 
tion of thirty-five tenths per cent of volatile mustard oil, 
for the mustard flour. These regulations defined mustard 
seeds in general terms, and provided a limit of five per cent 
of total ash, and one and one-half per cent of ash insoluble 
in hydrochloric acid. 

The data on mustards, as recorded above, indicates that 
the current (1954) Canadian standards‘ for these products 
are liberal. 
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spice trends 
in Canada 





By KENNETH M. McLAREN, President 
Canadian Spice Association 


In common with most markets and business, the spice 
trend in Canada is following an expanding pattern. It 
has been my good fortune to be president of the Canadian 
Spice Association during a time of great interest. Natural- 
ly I receive a clear-cut picture of the trade from month- 
to-month, and certainly there is plenty of action. 

It seems to me that the basis of the liveliness of the 
business is the increasing interest in spice on the part of 
the public and industry. This is caused by a new interest 
in food, and as seasonings play an important role in 
making food attractive, it is natural that spices should 
become more prominent. 

There has been a substantial immigration into Canada 
in the postwar years. This has come chiefly from Europe, 
and the immigrants have brought with them a taste for 
their natural dishes. The seasonings for these, formerly 
little known here, have now become commonplace spice 
items, 

The barbecue is fast becoming a very popular institution 
of Canada. As a result, everyone gets in the act, and 
it sometimes seems that the man of the house measures 
his importance as a chef by the assortment of spices he can 
display. 

Evidence of the interest in seasonings is the quantity 
of recipes and articles on food in the women’s sections 
of every magazine and newspaper. All recommend spice 
in one form or another to give zest to the various dishes. 

On the side of industry, there is a great competitive 
spirit to improve old products and to create new items. 
For example, this is observed in the canning, meat pack- 
ing and baking industries. 

To me it seems that the impact of all this on the 
Canadian spice trade has had two results. 

In the first place, the quality of the spice sold in this 
country has improved tremendously. The lady of the 
house is learning that spice is used for flavor and that 
good spice is an economy, even if the cost is a little higher. 
Of course, industry can assess the flavor value of a spice 
in the laboratory and demands the best regardless of cost. 

In the second place, the range of spices we must supply 
has expanded, and the quantities of old time major and 
minor items has stepped up tremendously. Just to give 
a few examples, sweet basil, tarragon, oregano and chili 
powder (hardly known here a few years ago) are now 
standard items. 

The sales of pepper, both black and white, are increasing 
substantially. Doubtless this is caused to some extent 
by the lower prices. We are selling a great deal more 
whole black pepper, as the use of the household pepper 
grinder gains in popularity. 

Paprika, poppy seed, sesame seed, parsley and mint, 
onion and garlic powders are among the sundry items 
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that increase in volume month by month. 

In this active period, the Canadian Spice Association 
is playing a very worthwhile part in coordinating the 
business in the interest of all concerned. Although we are 
not so old as ASTA, nevertheless, we are growing up and 
will celebrate our 13th birthday this year. By means of 
sectional and general meetings, the membership is kept 
informed. A definite, friendly feeling of cooperation has 
been established through each branch of the trade among 
grinders, dealers, brokers and agents. 

In conclusion, I would like to say how much we admire 
the conduct and activity of the American Spice Trade 
Association. We all feel a wonderful job is being done 
for the trade in the U.S.A. We are fortunate, for some 
of the results overflow your boundaries and we receive 
the benefit in Canada. 

I know our members would like me to extend best 
wishes to ASTA for a happy and successful convention. 
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Heritage of Spices,” which joined our publication list this 
year. This was the first history of the trade that the 
association has ever published. A trial printing of 5,000 
copies was exhausted almost as soon as the ink was dry. At 
this writing, another 25,000 copies are coming off the 
presses, all of them pre-ordered by ASTA members. 

The newest phase of our bulk publicity program—the 
restaurant project—shifted into high gear this past year. 
The high point was reached - few weeks ago when the 
National Restaurant Association published a 12-page, illus- 
trated technical bulletin on spices. Engineered and pre- 
pared entirely by the Lewis agency, this piece of literature 
promises to do much needed and very effective work in 
building spice business in restaurants, hotels and institutions. 
The bulletin comes on top of many articles which have 
appeared and are scheduled to appear in national restaurant 
and hotel trade magazines. 

One indication of the value of this kind of activity was 
seen in the reception the technical bulletin received in 
restaurant training schools. Complimentary copies of the 
bulletin were sent to each of the country’s 70 schools. Back 
came letters asking for more copies. Within two weeks, 
more than 3,000 copies were sent out. 

“You must have been reading our minds.” . . . ‘This is 
the best and most complete work on spices for the restaurant 
field we have ever seen.” . . . “Congratulations on a fine 
job.” On and on came the praise. 

Meantime, the National Restaurant Association reports 
that this is proving one of the most popular bulletins they 
have yet turned out. They are receiving requests for extra 
copies daily. These are in addition to the 10,000 they 
mailed out to their members at the time of publication. By 
all indications, we will soon have distributed the entire 
first printing of 25,000 copies and it is possible that another 
printing will have to be made. 

The value of such literature as the technical bulletin 
is that it comes as advice from the restaurant trade’s own as- 
sociation, not the spice trade. If we printed such a pamphlet 
ourselves, the reaction would be, “just another piece of 
propaganda.” 

The fact that the restaurant association was willing to 
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Indonesia's export trade in spices 


By ZAHAR, Head 


Economic Department 
Indonesian Consulate General 


New York City 


Indonesia, sometimes referred to as the “spice islands,” 
still is a very important producer of these commodities. 

Although this country suffered a severe drop in the 
output of its spices during the Japanese occupation and 
the years of strife thereafter, production is now following 
an upward trend. 

Indonesian exports of spices, in order of their im- 
portance, are pepper, nutmeg, cassia and mace. 


Pepper, the world’s leading spice, is still an important 
foreign exchange earner for Indonesia in spite of its pro- 
duction setback. The value of pepper exports ranks 
tenth in importance among Indonesia's export commodi- 
ties, and first among spices. 

During the years of the Japanese occupation and later 
during the struggle for independence, when Indonesia's 
world commodity outlets were reduced to almost nil, many 
of its pepper gardens were abandoned and subsequently 
became overgrown and lost. After World War II, In- 
donesia’s pepper output was a mere fraction of its pre- 
war production. However, a steady increase in plantings 
and crops has taken place in recent years. It is hoped, 
therefore, that Indonesia, 1n the not too distant future, 
May again occupy its leading position among the world’s 
exporters of pepper. 

Production areas in Indonesia are Lampong, Muntok, 
Kalimantan (Borneo), and Atjeh, the first two areas each 
producing almost exclusively black and white pepper re- 
spectively. 

It should be understood that cultivation of pepper de- 
pends on the weather, proper use of fertilizer and 
whether plant diseases can be successfully combatted. 
Under these circumstances, the farmers, many of them 
smallholders, invest their capital and labor at the risk 
of a crop failure. 

Indonesia’s total pepper exports in 1954 amounted to 
12,928 tons, against a 1936/41 average of approximately 
50,000 tons. Compared to a 1953 export of 5,566 tons 
and a 1952 export of 3,193 tons, the upward trend of 
Indonesia’s foreign trade in pepper is unmistakable. 

In 1954 Indonesia supplied the U.S. A. with approxi- 
mately one sixth of its pepper requirements, being the 
third important supplier of this commodity. Prior to 
World War II Indonesia was by far the biggest supplier 
of pepper to the U.S. A., but lost this place as a result 
of its shrunken production and the fact that other sup- 
pliers took over the U.S. market when Indonesia was cut 
off from this country during the war period. 

Nutmeg ranks second in importance among Indonesia's 
export spices. The value of these exports, however, re- 
mains far behind that of pepper. After having received 
a considerable blow during the war and immediate post- 
war years, Indonesia’s nutmeg exports have been ex- 
panding in recent years and are no longer far from pre- 
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war levels. Nutmeg is grown predominantly in the 
Eastern Islands of Indonesia, with Makassar as its main 
port of shipment. 

Indonesia is an important supplier to the U.S. nutmeg 
market, providing the U.S. A. with about one-third of 
its nutmeg requirements. During 1954, Indonesia's ship- 
ments of nutmeg to the U.S. A. were about 75 per cent 
of such prewar shipments. 

The area of nutmeg cultivation is the Eastern part 
of the Indonesian Archipelago, called the Moluccas. 

It may be useful to mention that nutmeg is not a forest 
product, but grows in farmyards with all the necessary 
cultivation. 

Cassia is third in importance among Indonesia’s ex- 
port spices. Indonesia's cassia exports have expanded 
materially in recent years and are now approximately 
double the prewar level. While, due to circumstances, 
exports of cassia from Indo-China have declined severely, 
Indonesia has been able to provide the U.S. A. with its 
requirements. 

Indonesia currently occupies almost a_ sole-source 
position on cassia in this country. U.S. cassia imports 
from Indonesia during 1954 almost tripled compared to 
prewar. 

The cultivation of this crop is very expensive, because 
after having removed the inner bark, the tree cannot 
be used again profitably and the farmer has to look for 
a new garden. 

Cassia is grown predominantly on the West Coast 
of Sumatra, and is shipped mainly from the port of 
Padang. 

Mace comes fourth in importance among Indonesia's 
export spices. These exports, which also suffered severely 
as a result of the war, now have returned to 80 per cent 
of prewar level. 

Among U.S. mace suppliers, Indonesia occupies first 
place by a wide margin. Indonesia’s mace shipments to 
the U.S. A., although still below prewar levels, are ex- 
panding and it is hoped they will be back to normal be- 
fore long. 

Indonesian mace is produced mainly on Sumatra’s 
West Coast, and is shipped from the port of Padang. 

In conclusion, we should like to say that in spite of the 
many setbacks Indonesia experienced in its spice trade 
during the past 12 to 13 years, the upward trend of this 
trade is clear and steady, thus contributing to the economic 
progress and development of Indonesia 


“Jack” Bond retires to Florida 
J. B. (Jack) Bond has retired from active business and 


is living in Florida, it is reported. 

He was elected chairman of the board of Wixson Spice 
Co., at its annual meeting and W. Bosly Bond was elected 
president. 
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the ginger 
story 


This review of the cultivation, processing and marketing 
of ginger is from the report by India’s Spices Enquiry Com- 


mittee. Part I1I—Conclusion. 


Pests and diseases 


There are no serious pests attacking the ginger crop, but 
soft rot sometimes causes considerable loss. The remedy 
advocated for this by the Agricultural Department is the 
use of 0.05 per cent mercuric chloride for treating the rhi- 
zomes before storing as seed, as well as the time of planting. 
Apart from being a poisoncus chemical which is not safe 
to handle, the remedy has not been reported to be fully 
effective. Experiments with colloidal copper and chestnut 
compound appear to give more promising results. Another 
disease is known as “varmicularia.” Spraying with bordeaux 
mixture is indicated in such cases. 


Recommendations 


From the point of view of the international trade, the 
more urgent need for the ginger industry in India is to 
improve the quality of the local produce by evolving a 
fiber-free product by introducing cross-breeding or selection. 
No scientific research has so far been carried out to achieve 
this objective. We should also step up our yield per acre 
and bring down production costs so as to offer competitive 
prices for our products. As all these involve both funda- 
mental and systematic research, there is need for opening 
research stations in all important producing areas. 

We suggest that arrangements should be made to es- 


| tablish a large number of seed multiplication farms and for 


supply of quality seed material. Research should be con- 
ducted to improve the keeping quality of ginger by im- 
proving the methods of storage. Various methods of pre- 
paring commercial dry ginger also require careful investi- 
gation and study. 

In the foreign countries large quantities of ginger are 
utilized for the extraction of ginger essence and oil. As a 
great demand exists for such products in India itself, faci- 
lities should be given to set up such industries in the country 
and to encourage the export of these manufactured products 
to the overseas markets. 

The governments of the states where ginger is cultivated 
and the central government should assist in removing all 
credit restrictions in the working of the cooperative societies 
and make available adequate production credit to the grow- 
ers in view of the great necessity for financial assistance, 
for the cultivators during the cultivation season. There 
is considerable scope for expanding production if such 
seasonal credit facilities are provided. To obtain price 
quotations on a comparable basis and create better confidence 
in the foreign buyers it is necessary to frame suitable grade 
standards for this product on an all-India basis. Early steps 

(Continued on page 80) 
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trends in Grenada nutmegs 





(This article was prepared for the ASTA convention 
section of Coffee & Tea Industries, formerly The Spice Mill, 
by the Grenada Co-operative Nutmeg Association, Grenada, 
B.W.1.) 


There are many uses of nutmegs and mace already 
known, but there are very many more as yet practically 
unknown. More advertising is vitally essential in order 
to bring before the public new recipes and especially to 
draw out new uses, both in the home and in industry. 

Packaging for the public might include a pamphlet on 
various uses, with the suggestion that the readers write 
in any new uses they may have found for nutmegs or 
mace. A reward, such as a small box of spices, could be 
offered for any novel recipe accepted. 

In some countries, there appears to be a tendency to use 
powdered nutmeg in place of the old fashioned grater, 
and sales of this type are reported to be increasing in 
England. This is a good example of where packaging 
could be used for attractive advertising and promotional 
work. 

Refrigeration and other means of food preservation 
have given spices an additional new role, as an added 
means of retaining and bringing out the flavors of certain 
foods, without contaminating other foods in refrigeration. 

No commodity in daily use has a more colorful history 
than these spices. From being a luxury for kings (when 
two pounds of mace purchased a cow) they are today 
neither scarce nor costly. Due to better methods of cul- 
tivation and handling, a superior product is available, 
within the purchasing power of even the poorest house- 
wife. 

The handling and processing of nutmegs and mace is 
done under sanitary conditions. A visitor from the north 
was greatly astonished to find all processing plants so 
immaculately clean. As he put it, “You could eat your 
dinner off the floor.” 

From the earliest times, spices have played their part 
through the colorful pages of changing history, and with 
the benefit of modern science, they will probably attain far 
more importance than ever before. 

There is no upward trend in production at present. 
We can fulfill our requirements from the crops that will 
be available to us. There is, however, a most definite 
effort being made to do all possible to improve the good 
quality of our nutmegs and mace; and in addition, every 
known precaution is being taken by the Association and 
growers alike to safeguard the health of trees; to pro- 
tect against any insects that might attack the nutmegs 
or mace in storage; and to insure that the overseas im- 
porter receives nutmeg and mace of the highest quality. 

A very rigorous inspection for quality is made at all Re- 
ceiving Stations of green nutmegs and uncured mace 
delivered by producers. 

Various further inspections are made during the differ- 
ent processes, and a most thorough final inspection is made 
of the nutmegs and mace prior to loading on the boats 
for their overseas destination. 
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We are having some good rains, in this our “dry 
season.” This will do much to develop, with our other 
efforts, the highest quality of nutmegs and mace. A 
recent tour of inspection over the island revealed the 
trees to be in excellent condition, fully leaved and vigor- 
ous. 

No important change in the trend of prices is fore- 
seen, nor does the trade seem to anticipate any important 
changes in the near future. 

Some synthetic rivals to the nutmeg have arisen from 
time to time, but have failed to oust the genuine article. 
None of these synthetic products appear to have the 
value of the true nutmeg. 

Nutmegs and mace should be kept in the forefront by 
advertising, and all possible uses fully exploited, from 
the culinary, commercial and medical points of view, etc. 
It might be an idea to send short articles to some of the 
leading magazines devoted to housekeeping and food pro- 
cessing. Suggested titles: ‘The Nutmeg: The Ever Bear- 
ing’; ‘Let The Nutmeg Give Your Cooking That Extra 
Something;” “The Romantic Story of the Nutmeg’; “How 
A Prominent Hostess Makes Some New Desserts And 
Drinks”; ‘The Land Of The Nutmeg And Its People,” 
etc., etc. 

If many of these were written from a woman's point of 
view, and gave recipes in some cases, most of the maga- 
zines of the type outlined would publish free and in some 
cases pay for articles of this type, and the resultant con- 
stant publicity should definitely increase the sale of 
nutmeg. 

Articles for the trade should be written by one familiar 
with the full processing procedure and its methods. 
Many of these articles could be illustrated with pictures 
of the nutmeg tree, the fruit, the open fruit showing 
the nutmeg with mace attached, and finally the nutmeg 
and mace as known commercially. There could also be 
used to good advantage, pictures of a nutmeg plantation, 
processing, women cracking, and loading boats for export. 


Food Editor suggests vacuum-packed spices 


Suggestions to make spices more widely useful to house- 
wives were offered by Annette Ross, food editor of the 
Portland Oregonian, in the Food Field Reporter. 

“Herbs are a magic ingredient to most women—and an 
almost unknown one to many,” she said.” Spices packaged 
to keep their flavor and aroma over a longer period—per- 
haps vacuum-sealed like coffee—would enable homemakers 
to stock a wide selection without the less-used ones growing 
stale before the container is near empty. 

“Concise and complete suggestions as to their use right 
on the containers would encourage women to use them 
more often and to better advantage. Many homemakers 
hesitate unless a specific herb or herb combination is sug- 
gested. A simple chart on the package would pin-point 
the proper amount, the foods with which it combines best, 
and other herbs that blend well with it. Thus the home- 
maker could do the kind of cooking she would like to know 
how to do.” 
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Arkell named Beech-Nut board chairman 


W. C. Arkell, vice chairman of the board of the Beech- 
Nut Packaging Co., Canajoharie, N. Y., has been elected 
board chairman. 

He succeeds Edward W. Shineman, Sr., who served as 
Beech-Nut’s chairman for six years before retiring in De- 
cember. Mr. Shineman had served 50 years with the com- 
pany. 

Edward W. Shineman, Jr., assisted treasurer, has been 
elected a director. 

John A. Grammer, secretary, has also been elected a di- 
rector. 

Mr. Grammer was given the additional duty of director 
of personnel of all Beech-Nut operations, including its four 
plants—Canajoharie, Rochester, and Brooklyn, N. Y., and 
San Jose, Calif. 


Spices — packaging pioneer 

Probably the first instance of packaging with paper was 
recorded in 1035 A.D. by the Persian traveler, Nosiri 
Khosran, on a visit to Cairo, Egypt, it is noted by The 
Corral, compiled by the education committee of the Western 
Packaging Association. 

He was astonished to see “‘sellers of vegetables and spices 
provided with paper in which all they sold was immediately 
wrapped up if it were not so already.” 


ASTA'S golden year 
(Continued from page 61) 





to establish a better coordination between our various ac- 
tivities. Keeping department heads or committee chairman 
abreast of the work and plans of their fellow committees is 
a proven business method of making an organization's over- 
all efforts more effective. I believe all were in agreement 
that our first meeting proved its worth. It is my opinion 
that this closer liaison should be continued and that at 
least two such meetings should be held each year from now 
on, 

We will soon be gathering for our 49th annual con- 
vention—this year at picturesque Skytop Lodge, in the 
Poconos. Everything is being done by our arrangement and 
entertainment committees to make this another thoroughly 
enjoyable get-together for trade members and their wives. 

In my opinion we can enter into the usual spirit of this 
occasion with a great sense of pride in our organization's 
first half century, and with confidence in its future. 


the ginger story 
(Continued from page 78) 





in this direction should be taken under the Agricultural 
Produce (Grading and Marketing) Act. These standards 
of quality should then be included in the trade contract 
terms which should provide also facilities for arbitration 
in India in case of disputes between the parties. In order 
to reduce insect infestation in the products exported ar- 
rangements should be made for their proper storage and 
fumegation at the Ports of shipments. Almost all the pro- 
ducers are unable to obtain the maximum prices for their 
produce as they are not aware of the prevailing conditions 
in other markets, it is necessary to organize a market news 
service, and disseminate up-to-date information regularly 
by means of radio broadcasts bulletins, etc. 
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“My guess: Clove prices overseas 
will improve in next few months 


”7 





By R. O. WILLIAMS, General Manager 
Clove Growers Association 


Zanzibar 


In the May, 1953 issue of this magazine, I gave your 
readers some of the background to the important position 
which Zanzibar occupies in the clove trade of the world. 
More than 80 per cent of the world’s supply of cloves 
emanates from Zanzibar and Pemba, and the crop is 
the mainstay of the peoples 


of these islands. 

Clove 
known as fluctuating con- 
siderably in yield. As an 
example, consider the crop 
yields for Zanzibar and Pem- 
ba for the last three seasons. 
These, though striking in 
themselves, are not abnormal 


trees are well 





by any means. 











1952-53 1953-54 1954-55 
Tons. Tons. Tons. 

(to Feb. 28th) 
Zanzibar 1,428 2,810 1,251 
Pemba 1,287 17,208 5,158 
TOTALS: 2,175 20,018 6,409 


These yields show that the crop for 1952/53 was the 
lowest since 1938/39, and that for 1953/54 it was the 
highest since 1937/38, an all-time record year when a crop 
of 21,186 tons was gathered. 

At the beginning of every season, there is much conjecture 
and speculation as to what the crop will be, but no reliable 
figures are available until about May, although ‘‘guesstimates”’ 
are numerous, to use a recent American word. The coming 
season is no exception, and the annual crop of guesses by 
the uninformed cover a wide range. It is evident, however, 
that the 1955/56 season is unlikely to be one of our heaviest 
crop seasons. 

A first authoritative guess by our estimators for the first 
and main part of the crop season is that it will not exceed 
7,000 to 8,000 tons. The Vuli, or later part of the crop, 
due to be reaped from November to February, is not, of 
course, showing as yet, and it is not possible to even guess 
at that. 

The new Mwaka crop is not due to be picked until August 
to October, and this means that no new season cloves are 
likely to be on the overseas market until September at the 
earliest. 

Existing stocks in Zanzibar are by no means heavy. A 
reliable estimate places them at 6,000 to 7,000 tons. These 
are likely to be sufficient for the probable requirements for 
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some months to come. The average annual exports from 
Zanzibar are more than 9,000 tons. 

The greater part of the islands’ stocks are held by the 
Clove Growers Association, whose function it is to assist 
in levelling out the disadvantages of widely fluctuating yields, 
both as regards supply to the markets abroad and prices at 
home and abroad. 

Clove prices, as with many other commodities, have de- 
clined in recent months. The prevailing local market price 
is approaching the fixed floor price at which the Clove 
Growers Association will purchase all cloves offered to it, 
and is below the sales price which exporters have to pay 
for a proportion of their exports (at present 10 per cent) 
which they must purchase from the Association. 

In the circumstances, therefore, it does not appear likely 
that overseas prices will go lower than at present, and if I 
might hazard a guess it would be that an improvement may 
be expected during the next few months. 


John J. Frank elected president 


of Cincinnati tea, spice firm 


John J. Frank has been elected president of the Frank 
Tea & Spice Co., Cincinnati. He succeeds Emil Frank, who 
has been named chairman of the board. 

The new president is the son of the late Jacob Frank, 
who with Emil Frank founded the company in 1896. Emil 
Frank had been president since 1941. 

John J. Frank, is a director of the American Spice Trade 
Association and was it’s president in 1953 and 1954. 


Bellisime becomes executive vice president of Gentry 


Lloyd C. Bellisime, vice president of Gentry Division, 
Consolidated Foods Corp., Los Angeles, was promoted 
recently to executive vice president, according to an an- 
nouncement by George E, Clausen, president of the 35 
year-old seasoning firm. 

At the same time Julian L. Hill, comptroller and secre- 
tary, was made vice president-secretary and comptroller 
in charge of all financial matters. 

The position of Dr. Arthur N. Prater, who was made 
a vice president in charge of technical direction last 
March, was broadened to include the duties of production 
manager. 

Mr. Bellisime joined Gentry as a salesman 15 years 
ago. Mr. Hill and Dr. Prater have been with the firm 
about ten years. 

The new executive set-up will provide greater de- 
partmentalization of expanding operations, Mr. Clausen 
said, 
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| the rise in herb 





VOLKART BROTHERS, CO. — in the U. S. 


| By FREDERICK H. JOHNSON, President 
| Spice Islands Co. 


JImp orters Exp orters | The current increased interest in herb cookery is part of 
a phenomenon known as the Great American Gastronomic 
Revival. 

The causes are varied. A higher standard of living increas- 
_ ed foreign travel since the war, and the disappearance of do- 
SPICES mestic help among middle and upper-middle income groups, 
_ have led to much greater interest in food preparation than 

. | this country has ever known. America's eating habits have 

COFFEE changed and are constantly changing. And for the better. 

Revived interest in food preparation has, of course, meant 

Spot & Futures "great new interest in seasonings. Mass circulation mag- 
azines catering to the housewife market have done much to 

_ educate the public in this direction. Leafing through almost 
any one of them will uncover an ever expanding list of 

| seasoning ingredients with which it is assumed the house- 

60 BEAVER STREET | wife is both familiar and has ready at hand. The same 

NEW YORK 4, N. Y. | magazines, catering to the housewives’ insatiable interest in 

| something new, are quick to promote unusual items and 

| flavor aids. Within the last few years they have “discovered” 

_ herb cookery, and the volume of articles on the subject has 
become an impressive one. 

| The use of herbs in cookery is, of course, far from new. 
“Herbals,” or manuals describing herbs and their virtues are 

: w e as old as the Greeks. Dioscorides, Pliny, Theophrastus all 

Qua iT S ices wrote on the subject of herbs, but were more concerned with 

p their therapeutic than their culinary properties. 
This interest continued for 2,000 years. In Elizabethan 

. times, John Gerard, a contemporary of Shakespeare could 
Shakey 1850 write _ basil: “A smell of esill is good a. the hart 
and head—cureth the infirmities of the hart, taketh away 
sorrowfulnesse which cometh of melancholie and maketh a 
man merrie and glad.” 

On bay he had the useful ‘information that it was “re- 
ported that common drunkards were accustomed to eate in 
the morning fasting two leaves thereof against drunkeness.” 
But he also writes that herbs are good companions in 
“sallats’”’ (salads). 

The Spice Islands Co. has been a producer of herbs from 
its inception in 1941. Prior to the war, most herbs sold 
commercially in the United States were imported from 
abroad. Anxious to secure herbs of only top quality, Spice 
| Islands determined to grow them in California, where cli- 
| matic conditions were uniquely favorful and quality could 

| be carefully controlled. We were among the first firms to 
do this. 

Since our small beginnings at that time, we have greatly 

expanded our acreage, and have several farms in the Central 

| Valley and elsewhere in California. We now grow the 

DURKEE FAMOUS FOODS adele we sell under our name and have developed 

ELMHURST, L. I., N. Y. the equipment necessary for drying and processing them. 
| The product has well proved worth the effort, since Cali- 























fornia-grown herbs are, in our opinion, far superior to any 
of the imported variety. Full control of processing and 
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growing has enabled us to meet our own standards which, 
we flatter ourselves, are very high. 

Processing the dried product remains a meticulous and 
sometimes difficult matter. We have developed equipment— 
some of it without precedent—for removing stems, fluff and 
other extraneous material. Hand work remains a factor, 
though, for many other items, such as our bay laurel leaves, 
which must be carefully handpacked to insure the presence 
only of unbroken, unblemished leaves. 

With the growth of the herb market, improvements are 
constantly being affected. This market shows more and 
more indications of being capable of much greater ex- 
ploitation and has thoroughly justified our investment in 
bringing to it an improved product. 


spice publicity on the alert 
(Continued from page 76) 





publish such a piece on spices is another example of ASTA 
spice publicity on the alert. It began with a survey of the 
restaurant field made by our public relations counsel. Ap- 
proximately 20 prominent restaurants and hotels were visited 
to find out firsthand what was being done and what could 
be done to increase the use of spices. Restaurant magazines 
and publishing houses that specialize in technical literature 
were checked to see what literature on spices was available. 
On the basis of these investigations, it was immediately de- 
cided that one of the first needs of our restaurant program 
was a good, fact-packed handbook on spices, written from 
the specific point of view of the chef and restaurant oper- 
ator. It took nearly a year to prepare such a piece, but 
the result is now winning many new friends for our 
products. 

During this coming year, ASTA will expand its publicity 
activities in the bulk field to include attendance at the 
large International Baking Exposition at Atlantic City, Oc- 
tober Ist-6th. Up to this point, we confined our baking 
promotion to advertisements in the leading baking trade 
magazines. Articles have been reprinted and widely dis- 
tributed by various ASTA members, but our association 
has never before reached the bakers directly. 

The Baking Exposition is a once-in-eight-years show. 
Interim meetings of the baking trade do not include ex- 
hibits. Plans now call for an ASTA display of about the 
same institutional nature as was used so successfully at the 
various meat shows we have attended. 

All of these new activities are, of course, in addition 
to the normal work of the program. Each month, the Lewis 


staff piles the publicity committee table high with clippings 
and magazine articles on spice—the results of our releases 
and contacts with newspaper and magazine editors. This 
is the work which must go on year-in and year-out. It is 
important work, necessary work, but a good program needs 
new projects each year. 

If it is true, as the experts claim, that an unchanging 
publicity program is a dead program, ASTA’s should rate 
as one of the liveliest campaigns in the food industry today! 


“Heritage of Spices” published 


by ASTA to meet public demands 

Its first history booklet on spices has been published by 
the American Spice Trade Association. 

Called “The Heritage of Spices’, the booket is an in- 
viting, well illustrated brochure outlining the history of 
spices and offering a bibliography for further study. 

The demand from teachers, students, writers, food editors 
and the public in general for information on the history 
and romance of spices has been mounting steadily, ASTA 
notes. 

The Spice Information Bureau, operated by the public 
relations counsel, Bernard L. Lewis, Inc., last year handled 
hundreds of requests for information now contained in 
“Heritage of Spice”’. 

It is the hope of the ASTA’s Publicity Committee that 
ASTA member companies will want to use the booklet 
in their own promotional work and as a goodwill piece for 
distribution to customers, as was done with “The A-B-C of 
Spice Cookery.” 

The back cover of the new booklet has been left blank 
for the spice company’s imprint. 
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Spice Millings 





Spice volume should 
top .5% of grocery 
sales, survey shows 


Spice and extract volume should top 
5 per cent of total sales in a grocery 
store today, according to an article in 
Chain Store Age. 

This is the conclusion the trade publica- 
tion draws on the basis of an “on-the- 
spot survey of spice departments in chain 
grocery stores, large and small, in various 
sections of the country.” 

Chain Store Age goes to 35,000 grocery 


executives on a nationwide basis. The 
spice feature is entitled, “Are You Making 
The Most of Your Spice Department?” 

The text reports that few stores are 
reaching the .5 per cent figure today. “A 
look at chain grocery spice merchandising 
overall shows a highly irregular pattern— 
some stores doing an excellent job, some 
just fair, but many—far too many, in 
view of the 35 per cent to 40 per cent 
markup on spices—a downright poor job.” 

The editor feels the reason many mar- 
kets are not realizing their full spice po- 
tential is that not enough recognition has 
been given to the increased demand for 
“main-dish-spices.” He gives the follow- 
ing percentage figures of a leading spice 
packer (he doesn’t say who) as proof of 
this trend: 
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“Between 1950 and 1954, this company’s 
sales of garlic powder jumped 400 per 
cent. Garlic powder is now the com- 
pany’s 11th biggest spice seller. In 1950 
it wasn’t within a smell of that. Garlic 
salt, number five on the company’s best- 
seller list, climbed 75 per cent between 
1947 and 1950 and another 114 per cent 
between 1950 and 1954. Between 1947 
and 1954, the packer’s sales of oregano 
went up 19 times. To take a flake item, 
sales of parsley flakes have risen more 
than 180 per cent in the last seven years.” 

On the basis of its store survey, the 
magazine ranks the major spices in sales 
as follows: 

Black pepper, cinnamon, paprika, nut- 
meg, garlic salt, red pepper, sage, parsley 
flakes, chili powder and cloves, 

For whole spices : celery seed, cloves and 
mixed pickling spice. 

For flakes: parsley, onion and celery. 

For salts: garlic, onion and celery. 

Given as the reasons behind the in- 
creased interest in spices, particularly the 
main dish items are: 

“An interest in foreign foods which 
many World War II servicemen brought 
back with them from overseas: the popu- 
larization—beamed mainly at young home- 
makers—of gourmet eating by food writ- 
ers in magazines and newspapers: and 
the swing to suburban living and the at- 
tendant emergence of the outdoor barbe- 
ees oi 

The magazine gives illustrations of three 
types of grocery spice departments aimed 
at merchandising spices and extracts pro- 
perly. Included is one for stores doing 
between $8,000 and $12,000 weekly volume 
(all sales), one for the $12,000 to $30,- 
000 level and a third for stores doing 
$30,000 and up. 


Watson in charge of human 


relations for McCormick 


K. Brantley Watson has been appointed 
vice president in charge of human rela- 
tions for McCormick & Co., Inc., it was 
announced by Charles P. McCormick, 
president and chairman of the board. 

Mr. Watson came to McCormick in 


| August, 1954, from the Federal Reserve 


Bank of Richmond, where he had been 
vice president in charge of personnel. 
Prior to joining the bank in 1945 as 
Personnel Consultant, Mr. Watson was 
director of the Duke University personnel 
He was named 
director of personnel for the bank in 1947 


| and vice president in 1949. 


A native of Tennessee, Mr. Watson 
holds several degrees from the University 
of Chattanooga and a Ph. D. in educa- 
tional psychology from Duke University. 
He also attended the Sorbonne University 
in Paris. 

Formerly an instructor in psychology at 
Duke, Mr. Watson has also served as an 
instructor in the Graduate School of 
Banking at Rutgers University, in the 
New York State Banker’s Association 
School of Public Relation at Syracuse 
University and in the North Carolina 
Bankers’ Association School at the Uni- 


verity of North Carolina. 
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the chemistry 





“The Chemistry of Vanilla’ —of which this article is Part 
I11—was originally written as a chapter for a contemplated 
book. 


In our previous articles, we listed the known compon- 
ents of vanilla and discussed certain small phases of the 
curing process that may have an effect on, or indicate, 
the aromatic composition of vanilla beans. With this 
knowledge as a background, we are now in a position to 
piece the puzzle together and make some suppositions as 
to the composition of some of the missing pieces. 

Dean and Schlotterbuck,! in their article on vanilla 
cite an earlier work (and give an inaccurate reference) 
for the statement that vanilla resins consist of two parts, 
an acid portion and a neutral portion. In _ previous 
articles? this author discussed the importance of vanilla 
resins and their relationship to vanilla color. On the 
assumption that the statement of Dean and Schlotterbuck 
was substantially correct, coupled with our opinion that 
resins are indeed an important key to vanilla composition, 
we performed the following tests. 

From Walbaum’s* work on Tahiti beans, we found that 
5 kilograms of Tahiti beans contained approximately 6 
grams of anisic acid. We assumed that a standard Tahiti 
vanilla extract contained 0.09 grams resin/10 grams bean, 
or 100 cc extract, which would be equivalent to 45 grams 
resin/5 kilograms beans. We felt that since anisic and 
vanillic acids have been the only acids identified in 
quantity in the bean (but cinnamic in lieu of anisic acid 
in the Bourbon bean) and they undoubtedly would be in 
the extract, we proposed that they could represent the 
acidic part of the vanilla resin. If we considered the 6 
grams of anisic acid as part of the resin, it would be 
6/45, or 13.3 per cent of the total resin. Very often 
we find that Tahiti beans give a lower resin value than 
most standard extracts, in which case you would find the 
percentage of acid to be closer to 20-25 per cent of the 
resin—if our assumptions are correct. 

We obtained samples, of anisic, vanillic and cinnamic 
acids and prepared 35 per cent ethyl alcohol solutions of 
these acids in the proportion of approximately 25 per 
cent of the normal resin value and ran the standard 
resin test on these solutions. No resins were obtained 
with vanillic acid, a small amount with anisic acid and 
a fair amount with cinnamic acid. The amount of resin 
is, of course, due in each case to the solubility of these 
acids in very dilute aqueous hydrochloric acid. Vanillic 
acid is quite soluble, cinnamic acid is the least soluble. 
The “resins” obtained were not, of course, characteristic 
of vanilla resins. 
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By JAMES J. BRODERICK, Flavor Chemist 


Givaudan Flavors Inc. 


We next attempted to see what effect the addition of 
cinnamic acid would have on a standard Bourbon bean 
extract. We found that we could raise the resin value of 
the extract 10-20 per cent, but that greater additions 
changed the character of the resins. 

We assumed, therefore, that the acidic portion of the 
vanilla resin is probably cinnamic acid in the case of 
Bourbon beans and anisic acid in the case of Tahiti beans. 

There are other acids reported present in vanilla (vanil- 
lic and protocathechuic 1,3,4) and perhaps unidentified 
acids resulting from the action of the enzyme system 
(such as para hydroxy benzoic acid) that may be part 
of the “vanilla resin’. Benzoic acid, often reported as 
present in vanilla, was refuted as early as 1876 by Tie- 
mann and Haarman,* who felt that what was originally 
reported as benzoic acid was in actuality vanilla acid. 
Oxalic acid has been mentioned as a vanilla bean con- 
stituent, and this assumption needs verification chemically. 

If cinnamic and anisic acids or acids of similar pro- 
perties are part of the “vanilla resin” we must realize 
that in the standard test for vanilla resins the final volume 
of concentrated solution is critical, as well as the volume 
and temperature of the wash water. It is also important, 
of course, that the solution and wash water remain 
slightly acid. 

Having made the above conclusions on the relatively 
unimportant acidic portion of vanilla resins, we naturally 
felt that the most important part of the resin is the color 
producing, lead precipitating portion. In this connection, 
the work of Purcell® is interesting. He extracted the dry 
residue of vanilla extract with various solvents to deter- 
mine the type of compounds present in the extract.. He 
used the following procedure: 

1. Extraction with petrolic ether, on the assumption 
that this solvent would extract etheral and fatty oils. 
This was followed by, 

2. Extraction by ethyl ether, which extracted the vanil- 
lin, resins and the aromatic portion of the vanilla. 

3. The ether extraction was followed by an extraction 
with absolute alcohol, which removed largely reducing 
sugars and possibly small amounts of resins and tannins. 
This extract gave a strong reducing reaction on Fehling’s 
solution. 

4. The last extraction was the water extraction, which 
removed gummy bodies, pectins, organic and inorganic 
acids, some reducing and non-reducing sugars, other 
carbohydrates, proteins, etc. 

It is evident that the resins and the aromatic portion 
of the flavor are concentrated in the petrolic and ethyl 
ether extract. Purcell found that his portion of the vanilla 
gave, in a number of trials, 7-17 per cent of the total 
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lead number of the extract. He found further that only 
13-20 per cent of the lead number came from the abso- 
lute alcohol extract which had little or no flavor value, 
and 65-80 per cent of the total lead number came from 
the water extract, which also had little or no flavor 
value. 

A number of conclusions can be drawn from this 
highly significant and well-planned work. First of all, 
the statement that the neutral portion of the vanilla 
resin is the lead percipitate producing portion is in- 
accurate. The neutral portion of the resin forms a lead 
precipitate, but this lead forming portion accounts for 
only a small percentage of the total lead number of 
vanilla extract. 

It is also quite evident that the lead number is a poor 
indication of quality. It is also true that a vanilla extract 
extracted with a highly alcoholic menstrum, unless a great 
deal more time is taken for extraction will tend to 
give an extract with a lower lead number. This we can 
confirm by actual test. 

It is obvious that in the search for adulterants for 
vanilla, products high in gums and pectins would be the 
most obvious ones to look for as additions to the extract. 

From the above work we have been able to assume the 
following: vanilla resins consist of an acid portion, 
probably in the vicinity of 10-25 per cent of the total 
resin, and a neutral portion which is color producing and 
is precipitated by lead acetate, accounting for a small 
percentage of the total lead number of the extract. The 
composition and properties of this neutral resin (74-90 
per cent of bulk) warranted investigation. 

(To be continued) 


Join D&O sales staff 


John R. Miller, former major with the U.S. Army Q.M. 
Procurement Center System, and specialist in meat procure- 
ment, canning and the frozen food field, has joined the sales 
and service staff of Dodge & Olcott, Inc., in the dry soluble 
seasonings division. 

Ira Bennett, well known in the trade for more than 25 
years, has also joined the D & O staff. 

Mr. Bennett traveled extensively in the South and Eastern 
parts of the country, and spent the past four years in the 
Chicago area with frequent trips to Nebraska and Oklahoma. 

He will work as a special representative out of the New 
York City office. 


Dr. Guenther back from West Coast lectures 


Dr. Ernest Guenther, vice president and technical director 
of Fritzsche Brothers, Inc., is back at his New York City 
office following a three-week visit to the West Coast, where 
he delivered five lectures before various groups. 

At Mabton, in Washington’s Yakima Valley, Dr. Guen- 
ther appeared before the Washington Mint Growers Asso- 
ciation with a colored film of essential oil production in 
Africa. Several days later, he gave two lectures before the 
Oregon Essential Oil Growers League in Corvallis, Wash- 
ington. 

The fourth in his series was presented in San Francisco 
for members and friends of the Institute of Food Tech- 
nologists in the big auditorium of the Merchandise Mart. 
His final lecture, which was under the joint sponsorship of 
the Southern California Section of the Institute of Food 
Technologists and the Flavoring Extract Manufacturers 
Association of Southern California, was given at the Rodger 
Young Auditorium in Los Angeles to an audience of about 
250 members and their guests. 


the revolution 
in green coffee marketing 
(Continued from page 33) 





characteristics. Much research is needed in this direction, 
so that spot sales can be efficiently made on ‘‘full description” 
and less by actual sample. Experienced coffee men should 
make an effort to lick this problem, which is a stumbling 
block towards more efficient marketing of coffee. 

The writer has encountered many in the trade who feel 
that some new “universal standard” must be devised in order 
to better classify coffee in accordance with its physical 
quality and intrinsic quality characteristics. This must be 
done sooner or later, so that a fuller understanding and a 
closer congenial business relationship between the exporter 
and the U.S. importer, and between the U.S. importer 
and roaster, can be achieved. 


C. The Spot and Shipment Market and the Futures 

We mentioned earlier that to understand fully the market- 
ing of coffee we must first look at certain component parts 
of this marketing organization such as: (1) The spot 
market, (2) the shipment market and (3) the futures 
market, or better called the “future delivery market.” 

The spot market’s primary function is to distribute coffee 
from producing areas to consumers, while the futures market 
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is of an entirely different sort, and has as its main function 
the transference of price risk from operators in coffee who 
are unable or unwilling to carry them to those who can 
and will assume them. Hence, the spot markets may be 
viewed as “distributive markets’ and futures markets as 
“price insurance markets.” 

The three main classes of spot markets are: (1) Country 
markets, or coffee buying centers in producing areas; (2) 
primary markets, where exporters are offering to world 
buyers of consuming countries; (3) terminal markets, where 
import/dealer stocks are offered to roasters or to other coffee 
operators. 

The terms and conditions of a spot or shipment contract 
are usually very different from the terms of futures delivery 
contracts in three fundamental and basic categories: 

1. Classification (full description) of coffee to be de- 
livered. 

2. The time of shipment (for spot transactions) or the 
time of delivery on the New York Coffee & Sugar Exchange, 
Inc. 

3. The place of delivery. 

a. For spots: ex-dock, ex-warehouse basis, etc. 

b. For shipment: according to shipment terms of the 
contract. 

c. On the futures: from licensed warehouse, or ex- 
dock or ex-ship, according to the by-laws of the 
exchange. 

Also, in any commodity trade, price differences to com- 
pensate for differences in the classification or quality of the 
coffee, in time of shipment or delivery, and the place of 
delivery are not constant, but are subject to change according 
to changes in the supply-demand conditions. Hence, the 
spreads between the buying price and the selling price for 
coffee established in futures contracts and those established 
simultaneously in spot contracts are subject to change. 

The coffee trade must give considerable thought to con- 
sidering how quality factors, time factors and location factors 
enter into the determination of prices established in con- 
tracts made on coffee futures, and how the same factors 
enter into the determination of prices established in con- 
tracts made in spot coffee markets. These items cannot be 
over-emphasized. They are extremely important. 

Regarding the quality, or classification, of coffee tender- 
able on a future delivery contract, the contract must be de- 
signed in such a way as to permit a basis grade to be tender- 
able and all other grades to be penalized so many points 
as to discourage the tendering of other growths. The 
penalty for these other growths should not be too severe, 
but enough to give an importer/dealer an opportunity to 
tender if he desires. The writer feels that the contracts for 
delivery on the New York Coffee & Sugar Exchange should 
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be of such a nature so that the trade, if necessary, could 
consider the “board” as his best friend. It is important 
in time of dire need to know that there is always a willing 
buyer or seller at a price ror that particular moment, if he 
cannot sell his spot coffee in the spot market. 

Hence, these fixed differentials must be reviewed every 
so often and adjusted to conform to the same differences 
witnessed in the spot market. Such differentials must be real- 
istic when adopted and related to values commanded in the 
spot market. This problem is the second obstacle the coffee 
trade must overcome. 


Some in the trade feel that the new Mild Contract must be 
as broad as the Brazil Contract if one expects it to work. 
The present U.G.Q. (Usual Good Quality) feature of the 
M Contract is too rigid. Some feel that this item should 
be a little more liberal, going as much as 14 imperfections 
below U.G.Q. type for delivery. Imperfections of 18 to 27 
should be scaled in such a way as to allow delivery with 
fixed penalty discounts rigidly enforced. A 28 imperfection 
is to be considered as non-deliverable. 

Another problem along with this is the loss in weight. 

For washed coffees (excluding Colombians), importers 
usually allow one per cent franchise during shipment, and 
such coffees may lose an additional one per cent in one 
month’s storage, and in two month’s time the loss in weight 
can exceed two per cent. 

At the time of this writing, the Board of Managers has 
proposed as a possible solution to this moisture problem 
issuing a grading certificate for delivery good for a 165 day 
period. The weight return on the M Contract would be good 
for only one delivery. Any intention to redeliver within the 
165 day period covered by the grade certificate would entail 
the obtaining of a new weight return. Some feel that the 
M Contract must be designed to be broad enough to cover 
these price differentials, imperfection and moisture problems, 
if the contract is to serve as a hedging tool. 


D. Analysis of the Basis 


If some of the problems mentioned in sections B. and C. 
above, can be solved, the coffee trade can probably start 
thinking in terms of the “basis,” not in terms of the full 
price, 1.e., the complete price of the spot coffee. The profit 
or loss will not be determined then by the fluctuation of 
the full price of the spot coffee, but by the fluctuations in 
the basis price. 


(Continued on page 90) 
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NOPAL LINE 


The Northern Pan-America Line A/S 
Oslo 


SAILS SHIP LINE DUE 


5/1 Silvermoon Kerr Ha6/1 Bo6/3 NY6/4 Pa6/7 Ba6/8 Nf6/10 Guif6/15 
5/11 Eastern Prince Ha6/4 Bo6/7 NY6/8 Pa6/13 Ba6/15 Nf6/21 
5/19 Exemp!ar Am-Exp Bo6/14 NY6/15 

6/1 Excelsior Am-Exp Bo6/28 NY6/29 

6/11 Javanese Prince Ha7/5 Bo7/8 NY7/9 Pa7/14 Ba7/16 Nf7/20 


” ; 
Regular Service 7/11 _ Cingalese Prince Ha8/4 Bo8/7 NY8/8 Pa8/13 Ba8/15 Nf8/19 


COLOMBO 


4/12 
4/12 
4/15 
4/18 
4/19 
4/20 
4/27 
4/28 
5/4 Belleville 
5/5 Oluf 
5/8 Eastern 
5/15 Exemplar 
5/19 Bonneville 
5/19 Trein 


. 
Fast Norwegian Motorships 
Cunard Sa5/11 NO5/16 Ho5/18 Ga5/20 
Cunard § Bu.,,10 NY5/12 Pa5/16 Nf5/18 Ba5/20 
Am-Exp 605/15 NY5/16 
Maersk NY5/16 MI5/28 
Barh-Frn Gulf6/1 
JavPac LA6/4 SF6/10 Po6/16 Se6/19 Va6/21 
Express Am-Exp Bo5/28 NY5/29 
Silvermoon Kerr Ha6/1 Bo6/3 NY6/4 Pa6/7 Ba6/8 Ni6/10 Gulf6/15 
Barb-Frn Guif6/16 
Maersk NY6/9 M!6/22 
Prince Ha6/4 Bo6/7 NY6/8 Pa6/13 Ba6/15 
Am-Exp Bo6/14 NY6/15 
Barb-Frn Guif7/1 
Maersk NY6/18 MI7/2 
dJavPac SF7/4 LA7/11 Po7/27 Se8/1 Va8/6 
Am-Exp Bo6/28 NY6/29 
Prince Ha7/5 Bo7/8 NY7/9 Pa7/14 Ba7/16 Nf7/20 
Prince Ha8/4 Bo8/7 NY8/8 Pa8/13 Ba8/15 Nf8/19 


Manipur 
Malancha 
Exminster 
Nicoline 
Fernhill 
Billiton 


Coffee Service 


Brazil/U. S. Gulf 





General Agents 


Oivind Lorentzen, Inc. 
21 West Street, New York 6, N.Y. 
Whitehall 3-1572 5/20 Riow 
5/29 Excelsior 


New Orleans—Biehl & Co., Inc., Pere Marquette Bldg. i en 
Houston—Biehl & Co., Cotton Exchange Bldg. 7/8 — Cingalese 
Chicago—F. C. MacFarlane, 2520 Bankers Bldg. 
Detroit—F. C. MacFarlane, 945 Free Press Bldg. 


DJAKARTA 


4/10 Prince Ha6/4 Bo6/7 NY6/8 Pa6/13 Ba6/15 Nf6/21 
Barb-Frn Gulf6/16 

Lykes N06/9 

Maersk NY6/9 MI6/22 

Lykes N06/21 

Prince Ja7/5 Bo7/8 NY7/9 Pa7/14 Ba7/16 Nf7/20 
Barb-Frn Guif7/16 

Prince Ha8/4 Bo8/7 NY8/8 Pa8/13 Ba8/15 Nf8/19 


Eastern 
4/12 Belleville 
4/17 Sylvia 
4/18 Of 

5/8 Aimee 
5/12 Javarese 
5/12  Leoville 
6/10 Cingalese 


Santos/Rio—Agencia de Vapores Grieg S/A 
Paranagua—tTransparana Ltda. 


Buenos Aires—International Freighting Corporation, Inc. 














DJIBOUTI 


4/12 Silverstream Kerr Ha4/30 Bo5/2 NY5/3 Pa5/6 Ba5/7 Nf5/9 Guif5/14 
4/24 Exminster Am-Exp Bo5/15 NY5/16 

5/11 Samarinda Nediloyd NY6/3 Pa6/6 Ba6/8 NO6/14 LA6/27 SF7/1 Po7/5 

$e7/8 Va7/12 

Silvermoon Kerr Ha6/1 Bo6/3 NY6/4 Pa6/7 Ba6/8 Nf6 10 Guif6/15 
Exemplar Am-Exp Bo6/14 NY6/15 

Lombok Nedlloyd NY7/10 Pa7/12 Ba7/14 NO7/21 LA8/4 SF8/8 

Po8/11 Se8/14 Va8/18 

Nediloyd NY8/3 Pa8/6 Ba8/8 NO8/14 LA8/27 SF9/1 Po09/5 

$e9/8 Va9/12 





5/12 
5/24 
6/17 


FAITHFUL SERVANTS 
OF THE COFFEE TRADE 


Operating on regular itineraries geared to the 
needs of the coffee trade; swift, modern Grace 
Line Santa ships provide year-round American- 
Flag service from the Coffee Ports of: 


7/11 Roebiah 
HONG KONG 


4/14 Land 
4/18 Bow Canada 


NY5/21 
SF5/11 LAS/14 NY5/30 


Pioneer 
Maersk 


COLOMBIA 
VENEZUELA 
ECUADOR 
PERU 
and West Coast of 
CENTRAL AMERICA 
to 
LOS ANGELES 
SAN FRANCISCO 
SEATTLE 
VANCOUVER, B.C. 


NEW YORK 
JACKSONVILLE 
PHILADELPHIA 
BOSTON 
BALTIMORE 


GRACE LINE 


10 Hanover Square, New York 5, N. Y. 
Tel. Digby 4-6000 











4/20 
5/3 
5/5 
5/18 


Tungus 
Sally 
Talleyrand 
Anne 


Bow Canada 
Tungus 
Sally 
Talleyrard 
Anra 


| SHIMIZU 


4/12 
4/27 
5/12 

5/27 


Johannes 
Bow Canada 
Sally 

Anna 


Barb-Wn SF5/12 
Maersk SF5/25 
Barb-Wn SF5/27 
Maersk SF6/11 


Maersk 
Barb-Wn SF4/27 
Pioneer NY5/21 
Maersk SF5/11 
Barb-Wn SF5/12 
Maersk SF5/25 
Barb-Wn SF5/27 
Maersk SF6/11 


SF4/26 
SF5/11 
SF5/25 
SF6/11 


LA5/14 NY5/30 
LA5/28 NY6/11 
LAS/29 NY6/14 
LA6/14 NY6/30 


SF4/26 LA4/29 NY5/13 


LA4/29 NY5/15 


LA5/14 NY5/30 
LAS/14 NY5/30 
LA5/28 NY6/11 
LA5/29 NY6/14 
LA6/14 NY6/30 


L£4/29 NY5/13 
LAS/14 NY5/30 
LA5/28 NY6/11 
LA6/14 NY6/30 


Agents and Offices in All Principal Cities YOKOHAMA 


4/15 Johannes 
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SAILS SHIP LINE DUE 
4/15 Fernfield Barb-Wn SF4/27 LA4/29 NY5/15 


4/22 Land Pioneer NY5/21 

4/30 Bow Canada Maersk SF5/11 LA5/14 NY5/30 MO ORE-M ORMAChK 
4/30 Tungus Barb-Wn SF5/12 LAS/14 NY5/30 S 

5/15 Sally Maersk SF5/25 LA5/28 NY6/11 VY TAA 


5/15 Talleyrand — Barb-Wn SF5/27 LAS/29 NY6/14 
5/31 Anna Maersk SF6/11 LA6/14 NY6/30 ss oe 








1 Accepts freight for New York, with transshipment at Cristobal, C. Z. 
2 Accepts freight for Atlantic and Gulf ports, with transshipment at Cristobal, C. Z. 


S&W breaks ground for new 


San Francisco headquarters 
Ground has been broken for S&W’s new $2,000,000 
headquarters in San Francisco, including a two-story office VICE 
building and a combined coffee processing plant and ware- REGULAR AMERICAN FLAG SERVIC 
house. AMERICAN “Freight and sag BRAZIL 
sohiiolits hs : 7eme > Service between East 
Highlighting the coffee plant improvements will be the REPUBLICS Casst of United States) URUGUAY 
installation of a gravity feed system for processing ground LINE and the countries of | ARGENTINA 
coffee. This method, which protects against aerating, will 
replace the present conveyor-elevator method, it was stated. PACIFIC — — Passenge; {BRAZIL 
Adrien J. Falk, S & W president, said actual construction REPUBLICS rrr’ ot United States) URUGUAY 
will start about February Ist, with completion expected in LINE and the countries of | ARGENTINA 


The ten-acre site straddles the San Mateo County line in AMERICAN Freight and Passenger (DeNwank 


the Visitacion Valley sector near the Cow Palace. SCANTIC einem ie Press Hse gn 

Erection of the huge plant will mark completion of the LINE and the countries of Finan 
company’s long range modernization program for its divi- RUSSIA 
sion offices and warehouses, with new buildings having been For complete information apply 
erected since World War II in New York, Chicago, St. MOORE-McCORMACK LINES 
Louis, Seattle, Portland, Los Angeles and Berkeley. 5 Broadway, New York 4 

The 238,000 square foot combined manufacturing plant Offices in Principal Cities of the World 
and warehouse will be a concrete structure, one-floor except 
for a two-story compartment for coffee cleaning equipment 
and a sixty-foot tower, for gravity feed processing of green 
coffee beans. 

A 600-foot, canopy-covered dock will serve as a general R C WILHELM & C0 | 
loading area accommodating 65 trucks. A 60,000-ton ca- s 2 ay NC. 
pacity truck scale for weighing coffee receipts will be in- 
cluded. 

A new railroad spur truck will be added to the existing 
Southern Pacific siding following the semi-circular contour GREEN COFFEE JOBBERS 
of the warehouse from the northeast to the southwest, where MEMBERS: GREEN COFFEE ASSOCIATION OF NEW YORK CITY. INC. 
twelve 50-foot car spots are located for loading and un- 


loading operations. 











129 FRONT ST., NEW YORK 5, N. Y. 


: ‘ Telephone: Cable Address: Teletype: 
Uribe honored by Grancolombiana WHitehall 3-5430 WILCAFE, N. Y. NY-1-613 


Andrés Uribe, United States representative of the National 
Federation of Coffee Growers of Colombia, was honored 
at a surprise reception for “his distinguished efforts in 
disseminating knowledge and information about Colombia 
and the world’s coffee industry.”’ 

Doctor Alvaro Diaz, general manager of Colombia’s Flota 
Mercante Gran Colombiana, presented Mr. Uribe with a solid 
silver box, crested with an etched design modeled from 
Mr. Uribe’s recent book, ‘Brown Gold, The Amazing Story 
of Coffee.” 
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i FAST DIRECT FREIGHT SERVICE 
Cte a0 Uae Ot Oe FROM TEA AND SPICE PORTS 


A gunman who couldn’t wait his turn to get to a cash PHILIPPINES CHINA JAPAN 


register last night robbed a Sidney, Ohio supermarket of IV AR AN LIN ES 


$492. 
Police said he walked to the head of a long line of Far East Service 
shoppers with a can of coffee in one hand and a pistol STOCKARD & COMPANY, INC., General Agent: 


in the other. 17 Battery Place, New York 4, N. Y., WHitehall 3-2340 
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the revolution 
in green coffee marketing 


(Continued from page 87) 





As an example, U. S. importers/dealers can, under this 
system, instruct their buyers in producing areas on what 
prices the buyers should pay for the coffee. They can state 
their buying prices entirely in terms of basis quotations, 
usually based on the futures at the New York Coffee & 
Sugar Exchange. Under this system of marketing, importers/ 
dealers and roasters would be more concerned about the 
buying and selling basis. The importers/dealers would ar- 
rive at the full price which they pay by applying these quo- 
tations to the current prices for the future deliveries on the 
New York Coffee & Sugar Exchange. 

In order to understand movements of basis prices, we must 
first observe the real character of the basis. 

Definition 1: The “basis” is the spread or difference be- 
tween simultaneous prices for futures coffee and for spot 
coffee, as well as for future shipments in coffee related to 
the corresponding future contract; or 

Definition 2: The “basis” is the spread or difference be- 
between two prices for coffee established in two different 
coffee contracts made at the same time; one of these con- 
tracts being a futures contract on the exchange and the other 
being a spot or forward shipment contract for “actual” 
coffee. 

Accordingly, a ‘‘basis’” figure has no meaning unless it 
is accompanied by information as to what price relationship 
it represents, with respect to the following: 

1. To the future delivery month. 

2. To the N. Y. Coffee & Sugar Exchange or Santos C 
or D contracts, or the Le Havre futures, or whatever the 
case may be. 

3. On the other hand, to the kind or type (full des- 
cription) of spot coffees. 

4. The location of the spot coffee. 

5. The time of shipment of the spot coffee. 

6. Other terms and conditions governing the sale of 
the spot coffee. 


To be specific . . . 


To be specific, at a certain time of a certain day the price 
of May futures may be 50¢, the price of Santos 4's (4’s des- 
cription) spot ex-dock N.Y. may be 5814¢. Hence, 825 
points on May is the “basis” in this case. 

In addition to determining the “basis” for a particular 
growth, it is also important to keep in mind the spread 
differences or relative basis differences for different growths 
of coffee with respect to the basis growth. Therefore, the 
word “basis” should be reserved to convey the meaning 
indicated, namely, the spread between the price for futures 
coffee as established in a futures delivery contract on the 
New York Coffee & Sugar Exchange and the price for any 
kind of spot coffee established in a spot transaction. 

In analyzing the basis, the simplest relationships mentioned 
above, such as between the values of spot coffees and the 
coffee futures as to quality (full description), place of de- 
livery, and time of delivery are important. 

Definition 2: The “basis” is essentially the difference 

If we assume that the new B Contract and M Contract are 
in existence and operating efficiently together, the following 
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imaginative example may clarify a point regarding the 
basis. 

The basis price for Santos 4’s which may be analyzed most 
simply is that for Santos 4’s, the basic description on the 
B Contract, stored at a designated licensed warehouse spe- 
cified in the futures contract, the basis price for such coffee 
being expressed in terms of the future delivery contract that 
expires during the month in which the basis grade is taken. 

It will be obvious that the full price of Santos 4’s in the 
spot market cannot go much below the corresponding futures 
on the N. Y. Coffee & Sugar Exchange, that is, the basis 
cannot go to a large discount because someone in the trade 
will be willing to buy spots and sell the future such that the 
coffee can be bought at a “‘tenderable basis.” 

The same type of logic should prevail for the M Contract, 
if it is to be successful. 


Price protection 


Hedging should be a means by which an importer /dealer 
or roaster protects himself from loss through price changes. 
The B and M Contracts should be so devised that the trade 
will have price protection. Also, in the final analysis, the 
actual profits and losses of each hedging transaction should 
be determined by the degree of change in the “‘basis,” and 
these widen and narrow according to supply-demand con- 
ditions. In other words, the coffee trade should have pro- 
tection toward price movements, and the trade should only 
speculate on the “basis.” 

It would be a simple and wonderful business if the dealer 
could always buy spot coffee at a fixed price, add his cost and 
profit to this figure and turn around and sell the spot coffee 
at another fixed price to another dealer or to a roaster. But, 
unfortunately, this spread between the buying basis and 
the selling basis may not at times be wide enough to cover 
the dealer's cost. On such occasions the dealer must: (1) 
wait for the right opportunity to buy and sell at “fixed 
prices,” or (2) must endeaver to forejudge the future move- 
ment of basis prices and operate his business accordingly. 

Therefore, the importer/dealer and the roaster must be 
students of fluctuations of basis prices, and their success in 
the business should depend primarily on their ability to fore- 
judge future movements of the “basis” correctly and on 
their courage to take long or short positions on this “basis.” 
This should be the fundamental principle of raw coffee bean 
merchandising. 

Several large reputable international corporations have al- 
ready started trading in coffee and cocoa in accordance 
with these ideas. 

The author feels the trend has started. The alert will 
be quick to catch on and pursue this avenue of marketing. 

We mentioned earlier that coffee should not be any more 
difficult or complicated, in this respect, than cotton or grain. 
And in those fields the ideas of merchandising and market- 
ing presented here have already been tried and proven. 

In our next article we shall complete our coverage of the 
remaining portions of this marketing organization. 

The author will attempt to clarify such concepts as trading 
“on call” and the principle of hedging with respect to the 
“basis,” and to analyze some of the price making factors, 
along with the supply-demand conditions. 

We will also attempt to give concrete examples of how 
such an organization can function economically and bene- 
ficially to all, from the coffee grower on through to the ulti- 
mate consumer, purchasing a vacuum-packed or bag-packaged 
supply of his favorite blend of coffee. 


Flavor Field 
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By MARK M. HALL 


@ @ Green men report a little more 
activity in the market, but mostly for 
spots or nearby shipments. In fact, 
they say buyers want to know the date 
of arrival before placing an order. With 
the tremendous difference between dis- 
tants and present-day quotations, there 
is no confidence in the market’s future. 
Apparently local green men do not fecl 
that the minimums will hold. They 
wonder what will happen when the 
pressure of Brazil’s new crop comes in. 

It is rumored that the Colombian 
Federation has bought from 2,000,000 to 
3,000,000 bags of coffee to sustain their 
minimum. This may indicate a carry- 
over to that amount, and along with 
Brazil’s anticipated carryover, it may 
mean, for the future, a sizable surplus. 
An effort on the part of other countries, 
besides Brazil, to maintain minimums 
may have the effect of distributing the 
world surplus of coffee, instead of 
Brazil carrying this entire burden. 

Naturally these policies will work to 
the advantage of countries not enter- 
ing minimum agreements, and this may 
be especially true with the Africans, 
which are becoming increasingly im- 
portant every season. The policy will 
also compe! Central American countries 
such as EI Salvador, to build storage 
facilities and provide the necessary fi- 
nancing for holding coffee. 

Though it is not determined whether 
Guatemala and Nicaragua will enter 
into the minimum agreement, they are 
presenting the market with lower offer- 
ings. El Salvador, it is reported, has 
only made one sale since the minimums 
went into effect. 
ws @ The shipment of coffee through 
the port of San Francisco in 1954 
dropped 19.8 per cent under the totals 
for 1953. This compares with 21.4 per 


Samplings 
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cent for the Pacific Coast for the same 
periods. It is not thought that these 
percentages represent the drop in pub- 
lic consumption of coffee, for it includes 
a considerable reduction in inventories. 
Some coffee men figure that the drop 
in coffee consumption is from ten to 
12 per cent. 

The importations of coffee for Feb- 
ruary of this year through the port of 
San Francisco were 13,242 tons and in 
January 8,359 tons. This compares 
with 14,974 tons in February and 15,- 
527 in January of 1954. The total for 
1954 was 114,249, and for 1953 it was 
142,407. 
= 8 J. Mossel, formerly of New York 
City, has opened an office in San Fran- 
cisco for H.L.C. Bendiks, Inc. coffee 
importers with headquarters in New 
York. 

@ @ The San Franicsco Golf Club will 
hold its meet at the California Golf and 
Country Club on April 29th. Every 
year this event comes just prior to the 
PCCA conventions, and is considered a 
fine means of tuning up one’s golf for 
the convention. This party is being 
handled by the roasters with William 
W. Budge as chairman, assisted by R. 
England, M. Rosen, B. Buckingham 
and P. Jenkins. John Cognetta, presi- 
dent of the club, has promised an out- 
standing meet. There is a bit of rivalry 
involved as this party is all roasters, 
while the Christmas party will be 
handled by the green men. J. Schi- 
melpfenig will be the chairman, as- 
sisted by F. DeBow, N. Johnson, N. 
Benson, D. Harvie. 

@ @ The last meeting of WSTA at 
Gino’s was a St. Patrick’s Day cele- 
bration. All the boys were there, wear- 
ing some shade of green, and as usual 
some of them were only a generation 
removed from the old country. The 
one exception on the color was the 
orange-red necktie worn by Manuel 


Sequeira, the president. His explan- 
ation was accepted. He didn’t have 
a green tie. ~ZIhere were no political 
implications. 

John Siegfried was presented with a 
beautiful pen and pencil set for his 
services as past president during 1954. 
John promised to drop the boys a note 
when he takes his trip to Japan this 
fall. Sites and dates for the annual 
picnic were discussed and August 27th 
was picked as the tentative date. Wer- 
ner Lewald was selected to pick pros- 
pective sites in Marine County and Ed 
Spillane is to look into prospects on the 
Peninsula. 

@ ej. M. Clark, of New York City, 
and Elias de Almedia, of Santos, both 
associated with Anderson, Clayton & 
Co., were visitors in San Francisco 
last month. Lloyd Thomas of the S. F. 
Pellas Co., drove them up from Los 
Angeles, where they had been visiting, 
and on the way stopped at Yosemite 
Valley to see the sights. The S. F. 
Pellas Co. is the representative of 
Anderson, Clayton on the Coast. 
#8 #8 William B. (Beck) Rowe has been 
promoted by the Bunge Corp. to their 
New York City office. Beck has a very 
good record in San Francisco. In a 
short time, his volume ranked among 
the big ones in this territory. He left 
during the early part of this month, 
with his family. 
# ® Adolfo J. Lopez, Jr., of Lopez 
Hermanos, S.A., Mexico City steam- 
ship agents is spending about five 
months in the San Francisco office of 
the Grace Lines to learn what he can 
about shipping as practiced here. A 
subsidiary of the above company is 
the Agencias Maritinas del Pacifico, 
S.A., who are the Grace Line agents 
in Mexico. Mr. Lopez said that due 
to the great development of coffee 
growing in Mexico, shipments to this 
country have been on the increase. 
gs @ Bill Lynch, of W. R. Grace & Co., 
was in Europe during March calling on 
their European customers and _ con- 
nections. 

(Continued on page 95) 
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@ @ Charles S. Sewell, known to many 
members of the trade through his work 
on the staff of the National Coffee As- 
sociation and with The Spice Mill, now 
Corree & TEA INDUSTRIES, died last month 
at the age of 71. 

Mr. Sewell retired from NCA in 1954, 
after 16 years with the association. 

Before joining NCA, Mr. Sewell was 
on the editorial staff of The Spice Mill 
for ten years. 

Death came at his home in Passaic, 
N. J., as the result of a heart attack. 

Mr. Sewell, a widower, is survived by 

a son, Charles F.; a daughter, Mrs. Wil- 
liam Juller, and four grandchildren, 
@ @ One of the oldtimers of the Street 
has passed on. Charlie H. Stewart, who 
was formerly coffee buyer for the Ameri- 
can Stores Co., Philadelphia, died in 
Pasadena, Calif., last month. 

He succumbed to injuries sustained in 
an automobile accident ten days earlier. 

Mr. Stewart had retired recently as 
buyer for American Stores. He _ had 
operated out of offices in New York City. 

He had also been associated during his 
career with the coffee department of Bal- 
four, Guthrie, and with other coffee firms. 
= @ The appointment of Frederick E. 
Barnard as coffee buyer for The Grand 
Union Co. was announced last month by 
Lansing P. Shield, president of the food 
chain. 

Mr. Barnard has spent his entire career 
in the coffee industry. Before joining 
Grand Union on April 1st, Mr. Barnard 
was president of George W. Lawrence & 
Co., Inc., widely known Front Street cof- 
fee house. 

He was with the company for 17 years, 
starting as manager in 1938. In 1954 he 
was named vice president, and later be- 
came president. 

Mr. Barnard is a member of the New 
York Coffee & Sugar Exchange, Inc., and 


is licensed by the Exchange as a coffee 
grader and classifier. 

He is an officer and director of the 
New York City Green Coffee Associa- 
tion, having served as treasurer for the 
past five years, and also as a technical 
and quality arbitrator for the association. 

He is also a member of the National 
Coffee Association and the American- 
Brazilian Association, and has a host of 
friends among the coffee growers and 
exporters of Latin America. 

Mr. Barnard will operate out of Grand 
Union’s headquarters office in East Pater- 
son, N. J. 

He succeeds Harold Spitzform, who 
will continue as a buyer for the com- 
pany, with his exact duties not yet an- 
nounced. 

s @ The W. J. Purcell Co., coffee agents, 
has moved from 96 Front Street to larger 
quarters at 101 Front Street. 


# ® Edward R. Freitas has been named 
representative of the Brodin Line in the 
United States, with headquarters in the 
New York City offices of the general 
agents, Thor Eckert & Co, 

Formerly with the I.F.C. Lines in 
Brazil and in the U.S., Mr. Freitas will 
devote his time principally to the develop- 
ment of cargo for the Brodin Line. 

Brodin’s six-vessel fleet loads north- 
bound cargo at coffee ports, including 
Paranagua, Santos and Rio de Janeiro. 

J. Ross Meehan continues as general 

traffic manager and Ray Melling as man- 
ager of freight operations for this service. 
@ @ Earl Ackerman, of Otis, McAllister, 
and John Naumann, of Naumann, Gepp & 
Co., have been elected directors of the 
American-Brazilian Association. 
@ @ Charles Leister, whose major duties 
include coffee buying for the Nestle Co., 
has been elected vice president in charge 
of purchasing, the board of directors 
has announced. 


With the company for more than 35 
years, Mr. Leister has been its purchasing 
agent since 1930. 

Mr. Leister will be iocated at the White 
Plains, N. Y., headquarters office of the 
firm. 

The company is continuing its cocoa 

buying office at 801 Second Avenue under 
the direction of W. P. B. Wregg. 
8 @ C. DeWitt Dyckman, widely known 
in coffee circles, is flying to the Philip- 
pines for the inauguration of the new 
soluble coffee plant of Commonwealth 
Foods, Inc., Manila coffee roasters. 

Mr. Dyckman says the plant will prob- 
ably be in operation during the latter part 
of May. 

The plant was built to the specifications 
of the Heyman Process Corp., which is 
headed by Dr. W. A. Heyman. 

Mr. Dyckman expects to spend three or 
four months in the Philippines, until the 
new plant is well underway. 

@ @ Front Street is welcoming a West 
Coast import, Beck Rowe, who has been 
transferred from San Francisco to the 
New York City office of the Bunge Corp. 
Mr. Rowe is moving his family East. 

= @ Albert Ehlers, Jr., president of Al- 
bert Ehlers, Inc., has accepted the invi- 
tation to become chairman of the United 
HIAS Service fund drive in the coffee, 
tea and allied industries. 

Mr. Ehlers is also on the executive 
committee of the March of Dimes and the 
New York Heart Fund. 

Long a supporter of the United HIAS 
Service and its predecessor agencies, Mr. 
Ehlers said he accepted the fund drive 
leadership because he felt that immi- 
gration was a problem which cannot be 
restricted to one faith. 

s @ Earl B. Ackerman, of Otis, McAl- 
lister, was named coffee division chairman 
for the 1955 April Cancer Crusade of the 
New York City Cancer Committee. 

s @ Donald Cady, v.p. in charge of ad- 
vertising and merchandising of The 
Nestle Co., Inc., recently left on a Carib- 
bean cruise touching five of the coffee 
ports in which Nestle’s has representa- 
tives. 
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By W. McKENNON 


8 @ Officers, directors and members of 
the advisory committee who attended the 
board of directors’ meeting of the Na- 
tional Coffee Association here March 
14th were: Cecil L. Hudnall, Standard 
Brands, Inc.; J. A. McMillan, The 
Kroger Co.; Edward Aborn, Tenco, Inc. ; 
Overton Dickinson, Fleetwood Coffee 
Co.; R. E. Atha, J. A. Folger & Co.; 
Jacob Cohn, Continental Coffee Co.; 
David G. Platter, Red Owl Stores, Inc. ; 
Austin O’Brien, Nash and O’Brien; A. L. 
Ransohoff, A. L. Ransohoff Co.; William 
M. Cain, Cain’s Coffee Co.; George 
Westfeldt, Jr., Westfeldt Bros:; Milton 
J. Ruth, Leon Israel and Bros., Inc.; 
Earl B. Ackerman, Otis McAllister; A. 
C. Glover, Mannings, Inc.; Peter Folger, 
J. A. Folger & Co.; Andrew S. Mosley, 
Breakfast Club Coffee. Inc.; Jerome S. 
Neuman, Jos. Martinson & Co.; Nate L. 
Schmid, Woolson Spice Co.; C. W. Dun- 
can, Jr., Duncan Coffee Co.; James M. 
O’Connor, Jewel Tea Co.; Charles F. 
Slover, C. F. Slover & Co.; George Rob- 
bins, General Foods Corp.; Robert B. 
Sasseen, Dannemiller Coffee Co. ; Richard 
H. Cardwell, Jr., C. W. Antrim & Sons; 
Frederick H. Silence, Ruffner, McDowell 
& Burch, Inc.; John F. McKiernan, NCA 
president; and Elmer B. Florence, NCA 
secretary. 

The visitors were invited by the New 
Orleans Green Coffee Association to a 
reception given by the Delta Line aboard 
the Del Sud. 
= @ Ben C. Pitts, president of the New 
Orleans Board of Trade, has announced 
the appointment of the following com- 
mittee chairman, approved by the board 
of directors: W. C. Englisbee, Ruffner, 
McDowell & Burch, charter and bylaws 
revision committee; J. J. Cummings, Jr., 
Hanemann and Cummings, coffee com- 
mittee; W. B. Burkenroad, Jr., J. Aron 
& Co., green coffee spot quotations com- 





mittee; A, C. Ricks, Adolph C. Ricks & 
Co., information and statistics committee ; 
D. G. Drennan, C. A. Sporl & Co., Inc. 
insurance committee. 

= @ James N. Lieux of the Morning 
Treat Coffee Co., Inc., Baton Rouge, has 
received an associate membership in the 
New Orleans Board of Trade, Ltd. 

@ @ Rudolf S. Hecht, chairman of the 
board of the Mississippi Shipping Co., 
and of International House, was awarded 
the New Orleans “star salesman-at-large” 
plaque at a banquet of the Sales Execu- 
tives Council of the Chamber of Com- 
merce of the New Orleans Area. “Star 
salesmen” plaques were presented to 22 
people in the seventh annual star sales- 
man’s award banquet at the Hotel Roose- 
velt. 

James A. Lightfoot, Jr., chairman of 
the Sales Executive Council, gave the 
award to Mr. Hecht and cited his tre- 
mendous contributions to the progress of 
New Orleans and international progress, 
as a leading consideration for honoring 
him. Mr. Hecht’s chairmanship of the 
recent Inter-American Investment Con- 
ference and his work with International 
House were also cited. 

a e W. J. Ganucheau, Jr., of the F. D. 
Wilcox Co., Inc., was recently elected 
secretary-treasurer of the New Orleans 
Traffic and Transportation Bureau. 

@ @ As of May Ist, Zander & Co., Inc., 
will retire from the active coffee business. 
Max and Alvin Zander will become as- 
sociated with Leon Israel & Bros., Inc., 
here. Webster Marks will join the Carl 
Borchsenius Co., Inc, 

@ @ Floyd Goodson, of the J. F. G. 
Coffee Co., Knoxville, Tennessee, was a 
recent New Orleans visitor. 

@ ® Lucien Seemann, of The Mississippi 
Shipping Co., visited the company’s Chi- 
cago and New York offices recently. He 
and F. A. Wendt, of the same company, 
attended the meeting of the Mississippi 
Valley Trade Conference in Chicago. 


By JOE ESLER 


@ @ Jewel Tea Co. Chicago headquarters 
reports 21 new stores opened during the 
past year, making 173 in operation at the 
end of the year. 

® ® Clarence Frankenberg, tea and coffee 
home service merchant, and his wife were 
Chicago visitors on their way to the 
Orient. 

® @ John V. Gardner, Chicago tea and 
coffee home service executive is recover- 
ing from his recent illness. 

= ® Joe Fanelli has been named _ sales 
manager of the Geneva division of Ecko 
Products Co. William Kesler will direct 
sales for the Chicago Canton division. 
Emanuel Ross will be in charge of the 
New York offices for the Eastern terri- 
tory. 

@ @ The definite convention dates for the 
1955 convention and exposition of the 
NRTCMA have been set for June 12-15, 
at the Edgewater Beach Hotel in Chicago. 
@ s Will Cassin of Centrella Foods has 
recently returned from his Hawaiian 
winter trip. 

@ @ Nathan Cummings of Consolidated 
Foods is back from his vacation in 
Florida. 

@ @ The 36th Annual Restaurant Con- 
vention and Exhibit is expected to sur- 
pass all previous years. Last year the 
registration was over 27,000. The pro- 
gram will feature Business Building, 
Personnel Training, Legislative Inform- 
ation, Restaurant Decorating, and many 
profit making ideas. 


Vancouver 
By R. J. FRITH 


@ & Coffee and tea business goes its un- 
certain way in this market, as in most 
other markets. The sensational price cut 
of 20 cents made by a chain in Vancouver, 
some weeks ago rather staggered the 
local coffee market at the time. But the 
price readjustments have been made, and 
volume has, if anything, increased. In 











EXTRA CHOICE 
PRODUCTS 


FELIX J. VACCARO 
305 Magazine St., New Orleans 12, La. 


Cable Address: FELVAC 


Special attention to the requirements of roasters' selections; 
quotations and samples submitted on request. 


REPRESENTING EXPORTERS IN: 
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Phone: MAgnolia 3688 


HONDURAS WASHFD COFFEES 
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Jose, Costa Rica; San Pedro Sula, Honduras; Ciudad Trujillo, 
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Sub-Agent in Principal Markets 
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C. H. D'ANTONIO & CO. 
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Equipment to buy? 
Equipment to sell? 


Let the classified column of COFFEE 
AND TEA INDUSTRIES help you. 
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Vancouver, the situation always is com- 
plicated by the cost of ocean freights, 
for one thing, the uncertain course of ex- 
change rates on the U.S.A. dollar, for 
another. That applies to coffee, especially. 
The only certain basic in coffee, through- 
out Canada, is, of course, the tax. 

In teas, the British Indians and the 
Ceylon market, also, show an inclination 
to pay a little attention to world markets’ 
capacity to absorb offerings. Certainly 
the markets are not being flooded; at the 
same time quotations tend to ease a little, 
and have done so, though not to the same 
exciting extent as occurred in coffee. 

@ s Lyman Trumbull, president of J. 
M. Trumbull Limited, teas, coffees, spices, 
and customs roasters and packers, is 
vacationing in Palm Springs, California, 
but was expected to return to the Van- 
couver offices in April, and will no doubt 
do so. 

ws W. G. Jeffery who for several years 
represented the Tea Association and then 
the Tea Council of Canada, has resigned, 
but the name or identity of his successor 
was not immediately announced. Mr. 
Jeffery plans to associate himself with 
one of the larger tea processors, and some 
announcement on that can be expected. 
® # James Langton, of Montreal, who 
succeeded Leonard A. Akerman as chief 
executive of the Tea Council in Canada, 
visited Vancouver tea packers on_ his 
latest trip to the Coast. He had nothing 
to release to the press, at this time. 

@ @ Pepper prices took a very sharp 
drop in Vancouver. Indian black pepper 
are now quoted on this market at from 
45 to 50 cents depending on grade. 

# #8 The Canadian Spice Association 
may hold its annual meeting a little later 
than usual this year, May was first 
selected as the time, and Montreal as 
the place. But some members suggest 
that June would be possibly more attrac- 
tive, especially westerners and some of 
those gentlemen from the Old South, 
who do not appreciate the possibility of 
severe cold in Montreal, even in May. 


Southern California 
By VICTOR J. CAIN 


@ @ Ray Bradt, vice president and di- 
rector of the Ben Hur Products di- 
vision of McCormick & Co., went to 
San Francisco recently to attend a di- 
rectors meeting of that company. 

@ 8 John Mack is now back in harness 
at the E. B. Ackerman Co., Inc., after 
spending a month and half in Guate- 
mala. 

s @ Bill Morton recently made a trip 
to San Francisco and the Midwest on 
business. 

@ @ We understand that the Consoli- 
dated Food Processors, Inc., of Chi- 
cago, and the Smart & Final Iris Co., 
have abandoned plans for the intended 
merger. However, Smart & Final 
mentioned that negotiations were plan- 
ned in another direction. 

® ® Beck Rowe, of the Bunge Corp., 
recently returned from his trip to New 
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York and Brazil. We hear that Beck 
is now slated to be permanently as- 
signed to the New York office in 
charge of sales for the United States. 
We all wish Beck great success in his 
new position. 

@ @ Andrew Moseley flew to New Or- 
leans to attend a directors meeting of 
the National Coffee Association. 

@ @ Charles E. Mack, of the E. B. 
Ackerman Co., Inc., and Goldfield De- 
velopment (he being president of the 
latter firm) made a flying trip up 
through the Colorado and Utah district, 
inspecting properties in which they 
have great prospects for a uranium 
strike. 

® @ Carl Guth, of the Sunset Coffee 
Co., has shown much improvement in 
the past month or so, and is home from 
the hospital. Doctor’s orders now are 
for nothing but rest for many months, 
until health is back to normal. 


Coffee-break rate 


One firm, which relies on cafeteria ser- 
vice, has found that 15 people a minute 
can be served satisfactorily on a single 
line. 


Walter D. Emmerling 
Now in San Francisco 


San Francisco 
(Continued from page 91) 
@ ® Kennedy 


Wiggins, of Nabob 
Foods, Ltd., Vancouver, with Mrs. 
Wiggins, was a visitor to San Fran- 
cisco last month. Among offices he 
visited was that of Harry Maxwell. 

@ @ Charles Noumacher of the Jewell 
Tea Co., Los Angeles, was also a 
visitor to the city last month. 

@ @ Jim Mahoney spent a short time 
at St. Mary’s Hospital last month for 
an operation. Everything is O.K. 
now and Jim is back on the job as 
usual. 

® & Joseph Winter, of Balmer Lawrie, 
Ltd., Calcutta tea exporters, passed 
through town last month. He was call- 
ing on their agents in this country, 
among them the G. S. Haly Co. 

® @ Ralph Wilson was honored by an 
article in the S. & W. Grape Vine 
telling of his 20 years service with the 
company. He began in the tea depart- 
ment of the company and later became 
assistant manager of the coffee depart- 
ment. Ralph abandoned golf in the 


last few years for his garden, and his 
lovely tuberous begonias is evidence 
of his enthusiasm. 

# @ Fd Ellis, assistant to the presi- 
dent of The A. Schilling division of Mc- 
Cormick & Co., went to Rochester, Minn. 
last month to deliver an address to the 
Minnesota Retail Food Association. 
There were about a thousand retailers 
of the state in attendance. 

# @ Ray Graham, of Schilling’s spice 
and extract department gave a lecture 
recently on the usage, origin and his- 
tory of spices to a group of students 
at the San Francisco College. The 
young men had been taking a course 
in hotel and restaurant management. 
Included in the event was a film of 
the growing and manufacture of vanilla. 
s & Walter Emmerling, who up until 
recently lived in Los Angeles, has 
been transferred to the San Francisco 
office of Schilling. This is like coming 
back home for him, as he is an old resi- 
dent of San Francisco. His work will 
be in the coffee department. Emmer- 
ling is a member of the board of di- 
rectors of McCormick & Co. 

@ @ Ray Bradt was in San Francisco 
last month. The boys were all glad 
to see him. 


@ @ The new advertising manager of the 
J. A. Folger & Co. is Robert F. Sowell, 
of San Francisco, vice president Peter 
Folger recently announced. Sowell re- 
places Walter P. Smith, who has joined 
the advertising agency of Ruthrauff & 
Ryan, Inc., after serving with Folger’s 
for eight and one-half years. Ben F. 
Howe, of the Folger advertising depart- 
ment, has been named the company’s as- 
sistant advertising manager. 

Sowell has held Folger’s advertising 

assistant position for about two years, 
specializing in promotional activities and 
point-of-purchase phases. At 31, he is one 
of the youngest of the company’s depart- 
ment heads. He is a graduate of the School 
of Journalism, University of Missouri, and 
has held advertising positions with Safe- 
way Stores, Inc., and the Union Pacific 
Railroad in Omaha, Nebraska. Howe, a 
graduate of Oregon State College, has 
worked with Folger’s advertising in San 
Francisco for the past three years. He 
is 28. 
@ @ Walter Hellyer and Paul Ahrens, 
the latter with Irwin-Harrisons- Whitney, 
Inc., with their wives, sailed for Japan 
to be on hand at the opening of the 
green tea buying season. The above firm 
has an office at Shizouka, the tea center 
of Japan. 


8 8 Joseph L. Brotherton has been ap- 
pointed advertising and sales promotion 
manager of S&W Fine Foods Inc. A 
public relations counsel with his own San 
Francisco firm for the past three years, 
Brotherton was formerly advertising man- 
ager of PictSweet Foods, Inc. He also 
served previously in the advertising field 
as account executive with Brisacher, 
Wheeler in San Francisco and with 
Ruthrauff and Ryan in Seattle. Brother- 
ton, 36, is a graduate of the University 
of Washington and served as a Naval 
Officer during World War II. 
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CLASSIFIED ADVERTISEMENTS 
Rates: Single Column ‘'/” $3.50: 1” $6.00 
2" $11.00; 3” $15.00: 4” $18.00 
Situations Wanted: 5¢ per word. $1 minimum. 











““‘Manufacturing 


Processes for 


Soluble Coffee”’ 


is now available in 
booklet form 
50 cents per copy 


Coffee & Tea Industries 


(formerly The Spice Mill) 
106 Water St., New York 5, N. Y. 








THREE INTERESTING 
SPICE BOOKS 


Practical Handbook on Spices 


The Spice Sampler 
The Book of Sauces 

ORDER FROM 
Coffee & Tea Industries 


(formerly The Spice Mill) 
106 Water St., New York 5, N. Y. 








BEST SELLER 
IN COFFEE BOOKS — 
THE COFFEE 
MAN’S MANUAL 


THE SPICE MILL PUBLISHING CO. 


INCORPORATED 
106 Water Street, New York 5, N.Y. 








BETTER COFFEE 


can be made in 
Clean Equipment 


Write for a sample 
package of 


COFFEE URN 
CLEANER 


WALTER R. HANSEN 











P.O. Box 91, Elgin, Illinois 
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oe the hungry gaucho 


OE 


N75 ani the brew that grew 
— > ~ _ toabillion dollar industry 


The hungry gaucho had picked a few hard little 
beans and set them in hot water to soften. But 
his attention strayed, and when he came to eat 
he found the beans had burned. So he added 
water and the result was a dark brown liquid. 
He drank it—liked it—and told his friends. 


Thus—one legend tells us—began the enjoy- 
ment of coffee in the Western Hemisphere. 


Otis McAllister takes great pride in the part it 
has played in the growth of the great coffee 
industry. Established in 1892, the company 
today has 18 affiliated offices in the important 
coffee-producing countries of Central and South 
America, each staffed with experts thoroughly 


versed in coffee and all its ramifications. The 
services of these men—and the facilities of the 
entire Otis organization—combine to bring over 
100 types of coffee into this country. To the 
coffee roaster it means a guaranteed supply of 
coffee—coffee in quantity and quality to meet 
his specific and individual requirements. 


Producers of DON CARLOS MEDELLINS 
OTIS ARMENIAS « CARMENCITA 
MANIZALES ¢ ROLLO BUCKS 
OTIS MEXICANS ¢ CENTRAL AMERICANS 
VENEZUELANS ¢ AFRICANS 
and those Team-Mates of Quality 
GENUINE CUSTOM-BUILT VINTAGE BOURBONS 


OTIS MCALLISTER 


SAN FRANCISCO 4 Established 1892 
310 Sansome St. 


NEW YORK 5 
129 Front St. MEMBER OF NGA 
NEW ORLEANS 12 


321 International Trade Mart 


CHICAGO 10 
510 N. Dearborn St. 


HOUSTON 

1 Main St. 

LOS ANGELES 13 
837 Traction Ave. 
ST. LOUIS 2 

216 S. 7th St. 
TORONTO 2 

228 King St., East 














